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SPOT TV 

MODERN SELLING 

N MODERN AMERICA 



The use of color is one enoting chaptrr in t>-e gr *t* o' 
Television. The rapidly increasing use o' Spot To ev s on bi 
national advertisers is another The succfis stories o' re* 
companies who rely almost eiclusively on Spot TV are rira 
matic proof of its effectiveness These quai ty stat o s c"c 
the best of Spot Television in their ma't^ts 
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MULTI-CITY TV MARKET 





The growing WGAL-TV market lives well. 

Your product advertised on Channel 8 moves 
profitably. WGAL-TV does an outstanding 
selling job because— in its market— it is more 
sales-productive than any other station, has 
more viewers than all others combined.* 



"St Jtisijcs bated on ARB ditt »nd tubj«t to aui'ifrc* 
tiom murd t>f lh*t company, imittbie upon request 



Market figure: SROS J/63 
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WGAL-TV 
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STEINMAN STATION . Clair McCol lough, Pres 
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DGA for integration: The enormous influenre 
which the cnterlaininenl media especially 
movies ami television — can exert in the current 
struggle by Negroes for equal opportunities 
was discussed by Directors Guild of America 
officials and NAACP leaders. In a three-hour 
ineeting at DGA Hollywood headquarters. 
Guild president George Sidney said the mem- 
bership 'Vill do everything possible to insure 
the proper portrayal of the Negro in motion 
pictures and tv." James L. Tolbcrt, president 
of the Beverly Hills-Hollywood branch of the 
NAACP, reminded that Negroes have not been 
cast unfavorably — "they just haven't been cast 
at all." Indications that this situation is chang- 
ing rapidly came from Charles Boren, execu- 
tive vice president of the Assn. of Motion 
Picture Producers, who said that in the past 
two months, the number of Negroes registered 
at Central Casting has increased from 45 to 
106. "We have told them (CC) to register 25 
more," he said. "The studios have ordered 
their people wherever possible to use more 
Negroes in motion pictures and on television." 

Subscription tv start snagged: The Denver 
pay tv test is having sonic trouble getting off the 
ground. Teleglobe-Denver Corp., applied to 
the FCC for a nine-mouth extension before 
starting KCTO programing because of "the 
present unavailability of sufficient product." 
Gerald A. Bartcll, president of the system, was 
quick to reaffirm his confidence in the Denver 
project despite this unexpected delay. 

Police print sins, says Cox; It is up to broad- 
casters to inform the FCC about unfair tactics 
of newspaper people, commissioner Kenneth 
Cox told a recent RAB Management Clinic. He 
was referring specifically to double-billing for 
which an offender is liable for conviction for 
conspiracy to defraud. "If you broadcasters 
will send documented complaints to FCC. we 
will send them to the right government agency 
for investigation." 



Record attendance for CBS Radio: Thr affili- 
ates convention fur CBS radio beginning to- 
morrow is expected to break nil atteud.-tucr- 
record*. To date, 274 executives, representing 
126 affiliate*, have registered for the two-day 
session. They will come from 14 stales, the 
District of Columbia, Toronto, and Montreal. 
Thursday and Friday the *e\en general mana- 
gers and program directors of CBS-owned 
radio stations will meet with "the aim of ex- 
panding quality leadership in their markets." 

Fee system "obsolete": It makes no sense for 
advertising agencies to demand that clients pay 
standardized fees, at least according to Frank 
Harvey. General Foods advertising controls 
mgr. He told an ANA workshop at Princeton, 
N. J., that the standard fee system is "obso- 
lete" and urged that agencies' compensation 
policies be "flexible enough to meet the indi- 
vidual requirements of each client." He said 
agencies "admit" significant differences in the 
profitability of various tvpes of accounts, be- 
cause of their varying service requirements. At 
another ANA workshop. Charles A. Fabrizio. 
American Chicle mgr. of international audit- 
ing, described hi* company's method* of audit- 
ing advertising agency charges. Ba«=ic question* 
Chicle reviews: Are the prices paid fby the 
agency) correct? Have claimed services actu- 
ally been rendered? Are the expenditures defi- 
nitely for Chicle? Ha< the proper aceounting 
distribution been made? 

Broadcast fees fixed: Win. lose, or draw, all 
broadcast applicants will pay fees to enter re- 
quests at the FCC. effective 1 January 196V. 
Application for new stations or major change 
will cost S50 in radio, and SI 00 in tv: «ame 
schedule holds for renewal or transfer appli- 
cations, except where more than one licence i* 
involved, when the fee drops to S30 in both 
radio and tv. Change of call letters calls for a 
S20 fee. Translator and auxiliary matters and 
all other applications call for S30 fees. 
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Late news 

in tv/radio advertising 
30 September 1963 



John's in first tv buy: John's Bargain Stores, 
one of the heaviest users of newspaper and 
radio advertising, has made its first venture 
into tv. Via Crestwood Advertising, \\ Y., the 
discount store chain has purchased a test cam- 
paign of minute spots in WNEW-TV's (N. Y.) 
Cartoon Playtime, Sandy Becker, Felix the 
Cat Just for Fun, and Wonderama. To run 
from 28 October through the third week in De- 
cemher, the spots will promote toys exclusive- 
ly. If successful, a 52 -week buy is in the works, 
promoting other items in addition to toys. 
John's will also use Life Magazine for the first 
time this fall, in a major expansion of its ad- 
vertising plans, previously confined strictly to 
newspapers and radio. John's now has over 300 
stores. Others are expected to follow the move 
into tv in their local areas. Crestwood is the 
agency for the entire chain. 

CBS a color advisor: CBS TV acting as ad- 
visor on operating requirements of American 
broadcasters for new color and b&w cameras 
announced at weekend by North American 
Philips Co. (Norelco), N. Y. Association is 
noteworthy in that CBS is only web not pro- 
graming color on regular basis. Philips said 
new cameras use new tv camera lube called 
Pltimbicon, which produces unusually uniform 
color pictures free of dark "halos." color 
shadows, and blurring, and its spectral re- 
sponse curve coincides more closely with hu- 
man vision than other tubes now in use. Philips 
feels advertiser interest in color programing 
will incrciise because of better color and lower 
costs, and new tube will result in more pro- 
grams in color with more faithful rendition. 

QXR interconnects affiliates: Beginning 21 
October, QXR will link its affiliates and trans- 
mit live from coast to coast. The stations will 
begin carrying five hours a week of topical in- 
terviewing and discussion programing. A busi- 
ness and news analysis program is expected to 




be added to the schedule shortly thereafter. 
Stereo fm music and drama series will be dis- 
tributed to affiliates on tape. The decision "was 
influenced in part by the results of three na- 
tionwide surveys conducted for QXR by Me- 
dia Programmers, Inc." More than 50% of 
people interviewed voted for more news and 
information programing. The network esti- 
mates total purchasing power of its audience 
to be in excess of $15 billion. 

Late -breaking appointments: Willard E. 
Walbridge, exec. v. p. -gen. mgr. of KTRK-TV, 
^ Houston, elected chair- 

\ man of Television Infor- 
mation Committee, gov- 
erning body of TIO. He 
succeeds Clair McCol- 
lougb, president of Stein- 
man Stations, chairman of 
TIC since inception in 
1959 . . . Alvin M. King, 
WALBRIDGE field director of NAB's 

station relations staff, named to the newly cre- 
ated post of NAB director of State Assn. Liai- 
son . . . Carl Lindemann, Jr., who was NBC 
v. p. of Special Projects, News, named to suc« 
ceed Tom S. Gallery, who is retiring as direc- 
tor of sports. Lindemann assumes title of v. p., 
NBC Sports . . . Perry Smith, producer, NBC 
Sports Dept.. named manager, NBC Sports. 

One man against city: New type quiz show 
developed by Larry Thomas Productions 
(100 Grand, ABC TV) to be tested live on 
Sunday (6) at Rutgers Field House in New 
Brunswick, N. J., as benefit for local United 
Fund. Called "Solo," it was developed in con- 
junction with Jean-Paul Blondeau and pits 
one man's knowledge against combined knowl- 
edge of a given city. Winning contestant can 
take home maximum of $120,000 in series of 
appearances against different cities, with each 
city eligible to win $10,000 for pre-announced 
civic purpose. 
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STARTING OUR SECOND DECADE OF 
ENTERPRISING LOCAL COMMUNITY SERVICE 
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WREX-TV 'Live' Remote Telecast of Rockford Memorial Day Parade 
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Joe M. Baisch, Vice Pres., Gen. Mgr. 
Represented by H-R Television, Inc. 
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1. Los Angeles metropolitan 
area Spanish-speaking pop- 
ulation.- 

900,000 plus 

• 

2. Average yearly income: 
$800,000,000 

• 

3. For automotive products.- 
$72,540,000 annually 

• 

4. For food products: 
$434,700,000 annually 

YOU CAN HAVE YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 
Latin-American homes per 
week at a CPM of $0.72. 
KWKW's 5000 watts speak the 
language convincingly to a 
loyal audience. KWKW has 20 
years' proof waiting for you! 

KWKW 

5000 WATTS 

Representatives: 
N.Y.- National Time Sales 
S.F.-Theo. B. Hall ' 
Chicago -National Time Sales 
Los Angeles -HO 5-6171 

J 
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GENERAL: 

19 Talent unions: what they ask in new pact draft 

Revised payment method for spot radio is seen as a key issue 
"Special attention to "minor" performers in commercials 

ADVERTISERS 

25 Billions in smokes at stake in federal study 

Cautious eigarette industry awaits report on the use of tobacco froi 
Surgeon General's offiee, commissioned by Kennedy 

31 Henry warns of excessive use of commercials 

New chairman of the FCC, in an address to the IRTS in New York 
comes out strongly for "allowable" limit on eommereial time 

AGENCIES 

41 Govt, mission exporting U. S. Marketing data 

Group headed by Walter Guild and Robert Davis aims to reduc 
the cost of eonsumer produets in Central American countries 

TV MEDIA 

44 NBC study cites gain for golf program sponsor 

Research project conducted by TvQ shows strong impact of tli 
National Open on video viewers, with Wilson sponsoring 

RADIO MEDIA 

52 How much staying power for radio commercials? 

Opinions of leading admen vary, but agree that the imaginativ 
and the fresh approach results in the greatest longevity 

55 Radio cheapens itself, say Farnath and Stephenson 

Agency executives dcery the - "bargain basement" approach to sellii 
the medium, warning of dire problems resulting 

SYNDICATION 

58 MGM tape division promotes three in business stepu 

Stanley Quinii, Herbert Homes, and Sid Tamber are elevated 
new posts resulting from surge of ad agency orders 
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STATION REPRESENTATIVES 

60 Forker, Sanford upped in RKO General expansion 

Broadcast division names former eastern radio sales head. Sanfo 
given post as midwest television sales manager 
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In a class by itself.. 



The fastest . . . safest . . most economical 
radio route to increased sales in Cleveland 
and Northern Ohio is via WJW Radio. 

$6,400 is the average annual income by the 
chief wage earner of a WJW Radio listener 
vs. $5,700 for Cleveland market average. 
32% of homes in $25,000 or more class are 
owned by WJW listeners, vs. 23% for market 
average; 27% are proprietors, executives and 
professional vs. 16% for market average. 



Cleveland's largest adult radio audience is 
attracted to WJW Radio because of balanced 
BEAUTIFUL MUSIC, TOTAL INFORMATION 
NEWSand effective prime-time personalities. 

Your Katz representative has more informa 
tion on how WJW Radio can help your sales 
situation in Ohio 

James P Storet 

General Manager 

Sourer November-December r96? Spec at Pulte Surfer 
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The day we took our audience for a ride ] 

On August tenth we took over a thousand of 
them on a festive "Zoo Train" trip to the Cin- 
cinnati Zoo. They happily handed over eight 
dollars a head . . . and we just as happily 
handed over the proceeds to the Indianapolis 
Zoological Society. 

Thanks to contributions like this, our In- 
dianapolis Zoo is now out of the dreaming stage 
and into the building stage. 

And thanks to community service like this, 
The WTBM Stations are your best broadcast 

SPONSOR :(() MjTtMiuK !!•< 



buy in the rich mid-Indiana market. For the 
stations that serve best sell best . » . and we 
value our awards for good citizenship just as 
highly as those for superior broadcasting. 
Ask your KATZ man! 
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( )nr iiij>i\ \iv\s n( 
\>i;iiifit an) happi-iimi;* lit 
Km.uh .in) .titvtTlmilt; 



Breakfast with trie Chairman 

L l«T TliMki) YCA'. ch.iiiihAii K. \\ illi.uii lh*urv i,iiin:to \c\\ ^ ol k 
to gi\c 1 1 • "iiui idea addre-- lo a l»r»wiilf«i*li*r** .1 — • i«-i.it i< »ti.* 

lie talked lu .1 packed Iioii-i' in the W.ildmt I >.i I ) r< << >i 11 jml I hi* 
I l\TS ha- every reason ti> lie proud of it* f.ill kickolT .mil the illfiiil- 
Miit \ nliMiii' ol prc» .mil .in' cotrragc. 

A few hours before tin- escnt I wa« fitting do\wi w itli 1 1 if <'li. nun. 111 
and It is a.-.-i-laut to a 1 >i c.i k f;i >t I list t I \vn« -in pi i.-cil happened. The 
mouth In-fore, at lunch with Mr. Henry in VVMwhingtnfl, I had pre- 
-outed a picture ol iinhi-ti\ hanaw*rucnt>. confusion*. cn.»e-. and 
delays at the hands of the Commission, The recitation, to which lie 
responded atlenti\el\ and courteously, proved hi* great eapacit\ for 
absorbing piuti.*4irm*Hl, lint I hardly < • \ | x ■< t< « I to lie in\ ili d hark 



Our discussion.* touched 011 -c\eral subject* not em t ied "in hi- 
speech. Here are «rmir impressions that ran he rrprirtrd. 

On the Chairman himself: Hi- -t\lc b pole** removed from Newloii 
■ iiiow s, lie's no word merchant. .Neither i- he a blaster, lie pride* 
liiiu.-clf mi hi- reasoned approach to thing-. He's an a\id reader ami 
in a few short imnilh- ha- picked lip a wealth of background 011 the 
Communication* iinlii-tvv . In the proer*- of hi- -tndv he du.-t* olT old 
policies and regulation* and. like the ancient forgotten city < > i< I i 11 .1 n< < • 
still on the hook.-, u-c- lliem when it -nit- hi- purpo-e. lie -ay- "-ell- 
regulation is the he-l regulation if it* efTectise regulation.'" I Ic - 
on the egg-head -ide with re-peel to programing and coiniuerci.il- 
mnl feel- keenly on the -object. He ll work a\\<i\ at certain key ob- 
jective-. If one method doo-n'l hring rv*nlts he'll try another. He** 
a gentleman to the (-ore hut I think he can he tough. He waul- hi- 
emire to he marked by progre** in providing better broadca-t -er\ice. 
On the Fairness Doctrine: When | eallcil hi- attention to the eon- 
I fn-iou can-ed bv lack of interpretation ol tin' Doctrine, and men- 
tioned a Migge-tiou by Mike Shapiro of \\ Y \ \. Dalla-. that the 
Commission provide a booklet of example*, he told tne lli.il -neli a 
primer w ill be ready about December. He added tin- lo Id- -pcet h. 

On ronmuvviah: He -a\-. "I nlil you ha\e *oft— ell \on won't 
fcse \er\ palatable commercial-.'" He'd like a lace-lo-facc meeting 
hctwoen all segment* of the indu-lry and the whole ( ]onuui--ioii lo 
explore the t\ and radio commercials problem. I think bed like to 
get out of the commercial- 111c-- but with honor. 

On diversity of ownership: Cniitr.m lo -01111' printed report-, he 
lias no strong feelings 011 thi- subject. He bclic\c- that the group* 
liase a great deal tu olTcr in the way of pood l>i o.iih a-ting. 
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PERSONALITIES 

the personjlit es at 'ANEW rece ve the same 
spontaneous praise from both advertisers 
and aud ence as those at VSP(R then both 
aie creating manmum listener loya ty and 
advertising impact Men <ite Pal Patterson 
John Gardner. Branningan and Badger have 
created a Station Persona \i ol *> h ch 
WP(R is lustly proud letters lie the fol- 
lowing reflect the personal appea of the 
WPTR team 

QUOTE 

He Brann>gan hadn t 
been in the room I t 5 seconds and had th» 
situation in co— plete control a ^arK of a 
masterful professional " 

—John G Weeks. Marketing I.'jnager 
Stewart s Ice Cream Inc 
Saratoga Springs, U Y. 

' Bob Badger, one of 
your Good-Guys' deserves a ,arger co?»p •• 
menl (or his matire bus nessli»e approach 
to our sales proo ems H s mainer is a' a 
t mes complimentary boi to V.PTR a» 
J M Fields 

Cltff Henderson Genera' U*rsfer 

I M f e ds 

Scheneciady N Y 

RATI NGS 

tru y ma'«e the d fere ce the* : s no s 1 
prise that VTPTR leads a day n H jper a»* 
Pulse (he folowng aoday averajes sub- 
stantiate th s pre se 



WPTR 

26.7 



Stat on X 
172 



Station Y 
16 6 



StJtion I 
13 8 



YES: WPTR 

Albany-Troy-Scheneclady 
VP & GEN MGR: Perry S. Samuels 



robert e.eastman * eo,,w 

r«pr«i«Ming major rof • ■ foriim 
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The new Sponsor 

Your new package is most inter- 
esting and enjoyable. 

1 was sincerely delighted with the 
readability and eye-catching sim- 
plicity of the "new sponsor." 

M. Dale Larsen. 
vice pres. and gen. manager 
KTV1I, Wichita 



I have just finished reading the 
September 9th issue of sponsor and 
would like to congratulate you on 
the new format. 1 t<xr one think it is 
quite an improvement and I enjoyed 
the sjieed and ease of reading it. 

Glenn Marshall, Jr. 

president 
U'JXT. Jacksonville 

Just received the 9 September is- 
sue of sponsor and w ish to compli- 
ment yon. The format is refreshing 
ajid more readable than ever. 

Congratulations to all. 

Bob Nnsluck 
advertising and sales 
promotion mgr. 
KPIX, San Francisco 



Sponsor's new editorial format 
makes a readable publication even 
more attractive to subscribers, and 
it was a surprise to open this week's 
issue and see the yellow page of 
capsule news jump out instead of 
an ad. 

Charles W. Stroud 
promotion director 
WLS Radio, Chicago 

Congratulations oil sponsor's new 
shape and form. The new design is 
more indicative of sponsors mod- 
ern approach to reporting. 

And quite beyond what you say, 
the form itself is indicative of the ef- 
ficient') of tin- media you report. 

John F. Hurlbut 
president and gent. mgr. 
W'VMC. Mt. Cannel, ill. 
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Have just been through the new 
spo.nsoh and hasten to express my 
sentiments, to wit; It's wonderful, 
a great step forward. 

James C. Wells 
vice president 
Leland Bfsbce Broadcasting 
Phoenix 

J ust received the 9 September is 
sue of sponsor and w ish to compli- 
ment you. The format is refreshing 
and more readable than ever. 
Congratulations to all. 

Bob Nashick 
advertising and sales &»i 

promotion mgr. 
KPIX. San Francisco 



The new format is great and one 
more manifestation that there an 
forward -looking people at sponsor 
David C. Moore 
presiden 

Tnmscontinent Televisior 
New Vor 

I certainly do like the new look ol | 
spo.nsoh. It is exceedingly readable 
aiid is certainly quite newsy. Con 
gra filiations on a good job. 

Harold Lsse>| 
presides 
WSJS-TV, Winston-Sale* 

I have just had a chance to si 
back and take a good look at youJ 
"new" sponsor and I'd like to con j 
gratulate (all) on the appearand] 
and content of the book. 

It's an extremely attractive am 
well-integrated book and I'm sun 
it will find tremendous acceptance 
with your readers. As one of m| 
staff said. "Gee it looks like Tini> 
and Newsweek," which is puttinJ 
it in the really big leagues. 1 thinll 
the staff has done an exceptional] 
fine job with it. 

Congratulations again and ml 
best wishes for continuing and in I 
creasing success w ith the "ne\ | 
sponsor." 

Phil Deai 
preside!) I 
Phil Dean Associate] 
New Vor' 
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Hit- w lu'ii mill s\ Kri •' 
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EPTEMBER 

ladin Adwilisnic Bureau, hi uuileiiieiit 
underfill < s Oll.iii Inn, ,iir|vt ir t 
(iiH.mi) (Mil (Ktfilut, i\uki\\ 

ll>.lt' llflllM ll.ltll, I'illl) Vll». Clllf 

tl-l>, Town Mouse M.itui lintel 
Olil.lli.i |7-S 1 li«' l)vf"» utisi' Inn, 
I), troil (I l-l "i 

(Now Jciscv UmaAvwAets Vssu., lTtlf in 
itil.ll ft invent toil, Collins Mntcl, \tl,in 
tu- Citv. \ J (it)- 1 ( H toiler 

(.forma .Vssn. i)f Broadcasters, reinniial 

tllfl'tlllgS. AlllrllS, HlMllC. rilOIIUStiHl. 

VIImus , staled Mini (.10- I ( >i toiler 



lintel ("niiiiiluiliwc, 



\ssii 
York 



, llltli .miiii. il 
Hilton llnh'l. 



OCTOBER 

Advert is in i; Kcsciiriii Foundation. l )tli .in 
nn.il i ouferrnce. 
Vw Vnrk (I 
CBS Bmlin Alliliiitcs 
coin cirtiuu, New- 
Si w "ioti (1-2) 
(Missouri Broadcasters Vssu.. .mtiii.il f.ill 
convention. Missouri lintel, si. I.nins 
(.1-4) 

»«lrs Promotion Kxcciitist's Assn., J n< I an- 
iiiuil Southwest Sales Promotion \\ ork- 
shop, St.itler-1 lilton Unti l. Dallas (1) 
Viiii'ricnn W omen in Bailio and Tclrci- 
sion, east - c cut r:i I mttm conference. 
Coach House Inn. Milwaukee, Nt*w 
KiiuI.ukI conference, Chatham B.irs 
Inn. C;ipr Cod. Mass. (•(-()! 
Vdv crtisini; Federation of America. Till 

district convention, Memphis (.v(0 
v-'chraskn Broadcasters Assn.. .iiuiii.il con- 
vention, Scottslilnir (6-S) 
Federal Communication* Bar Vssn., mi- 
nimi oiitint!. VV .i-liiii^loiii.ui Countrj 
Cliili. C'.:iilh«'rvlmri!. Mil. (T» 
International Film Festival, iiu hiding 
ciiinnicrcials presentation liy Telvw- 
Sinn AiherttMiijJ Boprcsciilaliv cs. Bar- 
l>i/on Plaza Hotel, New lork (S-10 
s'entiicky llroadcnstcrs Assn., f.ill incctittB, 

Downtown Mold, Oweitslmru (7-0) 
ntcnialinn.il Film Festival of New York, 
B:trl>i/ou-PW.i Hotel. .New iork (S-10 
Vd\i'rtisini> Federation of America. 3rd 

district convention, Norfolk (lt)-12i 
Vlabania llrnadcasters Assn., .imui.il f.ill 
conference. Hotel St.ilfnril, Tusca- 
loosa (10-121 
vmeriean Women in Radio and Televi- 
sion, west central ,ir«M conference, 
llolid.iv Inn South. Dcs Moines, Inss.i 
(11-13) 

Missouri Associated I'rcss Radio-TV Assn.. 
meeting. Arrowhead l.o<lirc. l-ike 
Ozark (12-13) 
Society of Motion Picture and Television 
KiiBineers, 9-lth scnii-annii.il teclinic.il 
loiifcrcncc. Hotel Somerset. Huston 
(13-1M 

Vssn. of National Advertisers advancetl 
adverti'iinB HRiiMgrmi*nt course. Hotel 
Moraine-on-thc-Lake. Hiuhl.intl Park. 
Illinois (13- IS 

■nil Dakota Broadcasters Vssn., 12th 
annual convention, Ray Hotel. Dh k- 
eusnii (l.l-l.j) 

National A«n. of llrnadcasters, fall con- 
ferences, S't.itler-Hiltou. Hartford (11- 
15V, Leainincton Hotel, Muine.i|K>lis 

sponsor 30 Hii-itMiiLK i%:; 



ITS | flstil i fll lllltnli I lit I it 
21 22 V i hi ui i Mi i-ii II- • 

■ 2 I 2 "i 

1'niiit "I I'niili.ise Vll\ ii lisllii! Institute 
ITll inn i ll > \liilnl ami < mid 
pin mi Mi ( nriiin k I'l ii > <lii • 

in: 

Indiana llrn.ult asters' Vssu.. I 'ill uim 
versus .no i ilium. I r> in Ii l.u V 
Slier ilnu II iti I lrcu<li I Ilk hull in I 
(KilS 

Vuicrieajl Vssu. nf Vilvf rtisiln! Vnemies. 

leiitr.H n lull lin-«tlili; stit I ilm il> 

lei, ( Iiu i '.i (17 IS 
Texas \>su. ol Urii.nji asters, fill riiimii 

lion, fr.ilun.i Hotel. Dallas (20-21) 
Mutual Vilsertisinc Vueiic* \itivnrk 

llieetum I 'a ll in I House ("Ima^o 21 

2(> 

Olbslm Hepnrt nil ill* .Neisro Market, si in 
pnsiiuu. Until Huosiselt, New 'Hnrk 
(25) 

American Women in Hailin and Televi- 
sion, Im.iril of direi tors iiiertnii£. M imi 

1 Intel, Tulsa (2o-27) 
Institute of BroailcastinR Financial Man 

aCcnu'iit. inl animal general iwrluit! 

New ^l>rk Hilton, New Vnrk (2S 10 
hlternatioiiril Undio sV Television Societi 

new sni.iker liuicliion. Walilnif \s 

tori.i. New ^lrk (l')i 

NOVEMBER 

Oremui Assn. nf Broadcasters, enin eiitiim. 

Hiltnn Hotel. Portland (1-2) 
Central Canadian Broadcasters Vssu., 

man.iueineut and etujineeriua uimcii- 

tion, Uoval York Hotel. Toronto (-1-.1) 
Vmericau Vssu. of Vdvcrtisi'iii: Auencics, 

eastern .iniuial uicctini;. \\ alilnrf- \s- 

toria. New V nrk (6-7) 
Illinois Broadcasters Vssn., fall innvcn 

tioti. ClwMtfO (7-.S 
International Badio \ Television Soviets, 

1st annual colled' nioinrs i-oiiference. 

Hotel Hnosevell, Ness Y nrk (7-S) 
Wiisliinctiin State Assn. of Broadcasters 

fall imilillft Hidpatli Hotel, Spokane 

(7-9) 

Vssn. of National Advcrtfscrs, annual 
incctiiic, Tin- Hi»me*te,nl. Hot Springs. 
Vs. (Ill- 11) 

(•roup W, ."(Ii tniifercliie on Km al pnlilii 
sersue pronr.umiii;, lustilute ot \ln 
sic. Clc\ eland (11) 

National Vssn. of I'diicational Broadcast- 
ers. natiiiii.il contention. Hotel Siliroe 
dir. Mil«auk,t» (17-201 

The Television Bureau of Vils rrtisinc. 
aniiu.il inemlwrsliip mn tine. Micra- 
tou-llhn kstoiu- Unti l. Cliii.ico I'l 2 1 

Broatlcasters l'romolion Vssn., iiuniil 
lOitvi nt ton. J. Ilk Tar lintel. San |- r in 
ii~iii (17-2(1 

New York I'nisersits's Division nf Gen- 
eral Filucatiou, editnrt.il workshop, 
lintel 1-aii.iNtir. New i ork >IS2«l 

Vuierican A sail, of Vdscrtisiuc Vcencics. 
animal iintMi lion, statli r Hilton 1 1 j- 
tcl, CIcstI.1. I 20 

National Aeadeno of Teles iiion Vrts anil 
Seicnccs. il it t I It t hi 1 1 tti I N«« 
^l)rk 22 
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/WHO'S GOT 
/ THE AUDIENCE IN 
j THE ARK LA-TEX? 

Tf JUST 

/ I GET THE "BOOK" 

V (ARB or NSI) 

V AND SEE! 



...AND YOU'LL BUY 
THE TOWER OF POWER 




CHANNEL 6 NBC FOR 
SHREVEPORT 




COMMERCIAL 
CRITIQUE 



Treiuls, techniques new 
styles in iadio/tv 
commercials arc evaluated 
bv industry leaders 



What is the commercial 
co -efficient for success 



K i:\SI\CKH JONKS 

Senior t icc im'mdeut, creative director, member of executive committee, 
( am jiliclL-IitcuUI, Drtroit 



\\u r's the basic idea," says the 
I man who thought of the mar- 
keting strategy. "Yes," says the re- 
search man who turned up the in- 
formation upon whieh the strategy 
was based, "but if our field survey 
hadn't uncovered the* uttitudinal 
factors inherent in the familar situ- 
ation ..." 

"My script was sensational, really 
one of the best things I've done," 
the tv copywriter states. 

"He's coming along nicely," liis 
supervisor reports. "Needs a little 
help separating the good ideas from 
the hail, but he is tremendously 
creative." 



"The production values are what 
made the commercial," states the 
agency producer. "We had to prac- 
tically rewrite the visuals." 

The man who wrote the back- 
ground music forgets the pictures. 
The cinematographer doesn't hear 
the theme. The designer barely no- 
tices the performers. The perform- 
ers are unconscious' of their sur- 
roundings. The special effects man 
invents an outlandish rig without 
which the production couldn't have 
been accomplished. The account 
executive prides himself on the fact 
that he got the client to try a "way 
out" idea 
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Chewie skims the water in one ot CE's most striking spots, filmed on location in Venice 



KENSINCEK JONliS lias been 
with Campbell-Ewald since 1957; 
lie was elected to v. p. and tv/radio 
creative dir. in I95S; to his present 
post in GO. Multi-award winner, lie 
won two at Cannes International 
Film Festival, another at American 
Film Festival. 



The client, who has invested four 
years :md $1(X),(XX) in perfecting 
the product, has a few things on his 
mind besides this specific tv com- 
mercial. Like the length of till 
that the new feature lie's offering 
will he exclusive. Like maintaining 
quality control on the production 
line. Like making sure the dealer 
give enough display space to the 
new product and the salesmen 
know bow it works. So he takes one 
look at the answer print and says it 
looks o.k. to him. 

The commercial runs. 

The viewer, who had intended to 
go get a glass of water, stays in his 
chair. 

"Pretty good." hi- rays. 

"I saw a good commercial." he re 
peats to his wife at breakfast the 
next day. "It was about this gi/mc 
that makes things easier. You cai 
get it at any hardware store. Let'? 
try it." 

" Spell it," she says. 

He spells it. She gets it. They like 

it. 

Later, much later, the cominei 
cial wins an award as the year's hes 
demonstration. 

So, what made it great? What 
the equation, the tv commercial a' 
efficient for success -3 

Let "X" be the commercial. Is i 
research plus idea plus writing plu 
production plus music plus cinema 
tography plus product times th 
commercial that equals the sale? 

Who's the major contributor? 

Which number in an eqnatioj 
makes the answer right? ^ 
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There's more... to McLendon Ebony Radio.., 




:han SPECIALIZED AUDIENCE... 





1 



find MODERN FACILITIES 



. . . we've got 

POSITION, too 



'the Nation's highest rated Negro group 

Average rating position on Pulse and Hooper General Audience Surveys over a 2 year 
period ... as compared with other Negro group operations in similar or larger markets. 

(EicludtnQ Tampa — out newett facility — which Captured 3*% of the Total Negro Audience in the f<r»t 30 dn r » of broadcast no ) 













TAMPA- ST. PETE 


BIRMINGHAM 


JACKSON 


SHREVEPORT 


LITTLE ROCK 


O.OOO WATTS AT 1S50 


S.OOO WATTS AT 1320 


S.OOO WATTS AT 15BO 


10.000 WATTS AT 15SO 


S.OOO WATTS AT 1440 



IN ALL DIRECTIONS 
f oneji'i Moit Pootrful 
Ebony Voic« 



Tr-f Top-ra:«d Eboiy Vo c* in 
«l«b«i*» s lit M«!ro Mjfk«t 



Com 1 I'tSi'en iH Jhfil 
Rit«! S«o,t> ismi Slit 3" 
SoO" GHt 1 C»* 
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mclendon ebony radio 

. . . Quality Negro Radio down South 

^presented nationally by BERNARD HOWARD & CO. <** » --c x 
'ONSOR .40 m I'll Mill K I'.H'tf 
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Live and Lively! 

For 8 years we've been Local, Live and Lively. When you buy this television station you buy 
a slice of the lives of people in Central Iowa. We hit 'em where they live! Take a look at our 
Monday through Friday Log of live telecasts — 



Don Soliday Show 



6:40 to 6:45 Pastor's Study 

Ministers discuss daily life and religion informally. 

7:15 to 8:00 Bill Riley's Breakfast Club 

Over 71,500 family members now! 

9:30 to 10:00 Keep Trim 

Probably the only Physical Fitness Program conducted by a 
Football Coach and his wife. 

12:00 to 12:05 Don Soliday News 

A major TV Newscast with plenty of pictures, videotape and 
local film. Includes weather and markets. 

12:05 to 12:15 On Camera with Russ VanDyke 

Our News Director gets the man-on-the street's opinion of 
current news events. 

12:15 to 12:30 

Such features as handicraft instruction, helpful informa- 
tion from the Credit Bureau and Better Business Bureau . . . 
in-depth interviews with local people in the news. 

1:00 to 1:30 Mary Jane Chinn Show 

Almost half of the program daily devoted to a fashion show. 
Also, sewing, cooking and gardening hints by authorities. 
Book reviews and a weekly report from the State Women's 
Clubs. 

3:45 to 3:50 Walt Reno plays "O Gee" 

A new game that our viewers can play at home. 

3:55 to 4:55 Variety Theater 

A Cub Scout, Brownie, or Blue Bird group are Bill Riley's 
guests every weekday. Films such as "Cartoon Classics" 
and "Mickey Mouse Club." 

4:55 to 5:00 TV News with Dick Eaton 

Tells of upcoming and tonight's TV programs of special cul- 
tural, civic and educational interest. Of regular programs 
and guest stars, too. 

6:00 to 6:10 Paul Rhoades News 

Local and regional News by our veteran Managing News 
Editor. 



6:10 to 6:20 Don Soliday News 

Our own interpretation of what is important on the world and 
national scene . . . completely written and produced for the 
Central Iowa Viewer. 

6:20 to 6:30 Bud Sobel Sports 

Late scores, sports news, and features with emphasis on the 
local schools and athletes. 

10:00 to 10:20 Russ VanDyke News 

The highest-rated local newscast in a multiple-station mar- 
ket. Russ Van Dyke, our News and Public Affairs Director, 
has been with KRNT for over 20 years. 

10:20 to 10:30 Ron Shoop Sports 

Our Sports Director features interviews with both local and 
national athletes, coaches, and sports figures. Of course, 
the latest scores and sports news, too. 

ALSO LIVE: 

Sundays 10:30 a.m. Central Iowa Church of the Air 

Ministers, Choir Directors, Organists and entire church 
choirs from alj over our area present this service. 

Sundays 5:30 p.m. Iowa State Fair Talent Search 
Talented teenagers from all over the state in competition 
for $2,000 put up by the State of Iowa. Over 52 shows in 
local communities are conducted in conjunction with this 
program. 

Tuesdays 6:30 p.m. People's Press Conference 

The most outstanding community service program in Cen- 
tral Iowa. Viewers phone in their questions to leaders and 
authorities on vital city, county and state issues. 

Fridays 10:30 p.m. Mary Jane Chinn 

Primarily an entertaining interview show with interesting 
guests, local, regional and national. They come from all 
fields — Politics, Medicine, Show Business, Government, the 
Fine Arts. 

Saturdays 5:00 p.m. Talent Sprouts 

Talented youngsters from 2 to 12 are given the opportunity 
to perform. 



This schedule isn't the new Channel 8 Look for Fall. 80% of these programs have been 
on for over 5 years. Many since KRNT-TV went on the air in 1955. 

Our program philosophy has been "Local, Live and Lively" from the beginning. Not only 
because we thought it serves our community best ... it also SELLS for our clients best. 

Live and Local KRNT Television with its survey-proved "most accurate news" and "most 
believable personalities" creates enthusiasm for products. It generates buying excitement. 
That's why KRNT-TV continues to do around 80% of the local business year after year after year. 



Buy this Local, Live, and Lively station. You'll get action fast. 

KRNT-TV 

Channel 8 in Des Moines 

An Operation of Cowles Magazines and Broadcasting, Inc. 
Represented by The Katz Agency 
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ln(rrptc(«tiou •nd comniculmry 
on moit sitniGcant tv/r>clio 
and mulcting newt oi the wrcli 



Independent stations can rival a network when it comes to color program output 

In New York next spring, WOK-TV vrili have nearly half 48' t, of lol al 
weekly programing in color. That's about 54 hours of color weekly. 

NBC TV, most color-t\ -conscious of the networks, by comparison, will bu\e 
somewhat over 40 hours weekly of color programing weekly next spring. Even 
the addition of local color shows on \\ NBC-TV, the network's New ork o^u outlet, 
will still leave WOR-TV out in front. 

For the most part, \\ OR-TV's color consists of movies (color feature-, »4iu\mi 
swveral times weekly), specials and home games of the New York Mets. 



Will the Jack Benny CBS-to-NBC switch trigger talent raids? It might 

CBS TV, this fall, has the biggest lineup of "star"-class talent, and is thus a 
target for raiding. 

Benny's back-to-NBC move, triggered by the comedian's dissatisfaction with 
the lead-in show CBS planned to put before bis tv show this fall, should pro\e an 
interesting situation for lawyers and tax experts. 

In 1948, Benny decamped to CBS when diat network was willing to lay out 
more than $2,5 million to buy Benny's production company. The government 
howled, claiming Benny was die company's chief asset, but Benny, with an eye on 
the capital gains structure, made it stick. 



The way to a man's supply of toiletries lies in non-breakable plastic tubes. 

So reasons Alberto-Cuher, one of broadcasting's biggest buyers, which has 
long eyed the growing market in masculine toiletries. 

A-C is launching its Subdue Dandruff Shampoo Concentrate in a new cream 
formula packaged in a plastic tube. It's virtually the same as the >nbdue sold 
mostly to women — in bottles. 

Sales angle you can expect to see in the heavy national tv campaign planned 
for the new packaging: "... a safe, convenient form of the product for «Jiower 
use . . . ideal for travel." 

What A-C learned recently through research: 65', of all males shower regu- 
larly, and half of all dandruff treatments occur there. 



Campbell Soup may hike this fall's tv budget 25% over that of last fall. 

The food company isn't saying this is so, nor where the money would go, but 
there was talk in New York la-t week at BBDO that much of the additional budget 
weight would be swung behind Campbell's Red Kettle soup line with network t\ 
programing. 

Interestingly, Heinz i> also said to be planning a heavy pu*h for its soup pro- 
ducts, via DDB, in print and t\. Other Heinz product* Are handled by \laxon. 
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There's a new measure of Negro attitudes toward radio now available to admen 

A special study of Negro and white families (1,164 of the former, 526 of the 
latter) was recently completed by Center for Research & Marketing in the New 
York area. Highlights: 

• Negroes attribute exactly the same number of consumer-product purchases 
to commercials on "general" radio stations as do white consumers, but Negroes say 
they make twice as many purchases because of commercials heard over Negro radio 
stations specifically. 

• Negro respondents do a lot of listening to Negro radio. Of those queried, 
59% said they listened to Negro radio more than to general stations, 31% said 
listening was about the same, and only 10% of Negroes listened less to Negro radio 
than to general-appeal radio outlets. 

• Negroes aren't always happy with the quality levels of Negro radio, with 
many respondents saying they'd like to see improvements in programing, news re- 
porting, less rock and roll music, and a "higher grade" of advertisers. 



The QXR Network is taking a plunge into low-budget live interlinked programing. 

Affiliates of the fm network will be fed five hours weekly of "topical interview 
and discussion programing," starting 21 October. 

Unlike QXR's stereo shows, which are handled on tape because of the high 
costs of matched, phased telephone lines, the interview-discussion shows can be fed 
on telephone equipment of "standard" broadcast quality for news events. 

According to QXR network, addition of the talk shows was triggered by a 
Media Programers study which showed that "more than 50% of fm-station listeners 
wanted more such programing. 



ABC doesn't like the newest fast-rating service provided by ARB. 

The service, which began 22 September, is actually a combination of the New 
York Arbitron meter measurements and telephone coincidental interviews in other 
major markets. CBS TV is a prime supporter. 

ABC TV doesn't dig the ARB service because: 

• It isn't a "true national service." ABC feels that since only programs tele- 
vised between 7:30 and 11 p.m. are rated, the rating service will short-change diose 
falling outside of these prime hours because of delayed telecasts 

• It doesn't "evaluate network tv programs against maximum competition." 
As an example of this, as ABC sees it, the service "includes viewing in some two- 
channel markets, thus inflating the ratings of the programs not carried in the live 
time period in the market. 



lb 



Read how WBKB-Chicago 
became the first television 

station in the country 
o use miniaturized mobile 
equipment; and why... 



News is a perishable commodity That s why WBKB took 



This excitiry ne* step in on the pot ne* c vm is* g v<*s 



this big step into the luture ot television broadcasting W th WBKB an advantage that both the v ev.er jnd \*v id* <{ »' 

the new Machtronic video tape recordef-(it weighs a mere 60 can enioy 

pounds)-set up time and editing are much taster than belore Here's how it works 
and there's no processing 




10:05 A.M. -WBKB newsmen roll out the 
60 pound Machtronic video tope recorder and 
16 pound vidtcon camera en route to Ctty Hall 



10:15 A.M.— Station wagon delivers equipment, 
which is rolled into Chicago's municipal building 



10:30 A.M. — WBn.8 technic an completes 
equipment set up for n**t conlererxe *»th 
Chicago Mayor. R<rurd J Da *r 




10:35 A.M. — Mayor begins news conference 



1 1 :25 A.M.— 10-mmutes alter conclusion of 
news conference, compact video Lip* unit is 
rolled into ABKB station wj^on 
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WBKB CHICAGO 

AN ABC OWNED TELEVISION STATION 
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"Sounds like 
the same old 
line to me . M 



"I could 
get you 
some good 
connections 




Try Television 4 in Jacksonville . . . the right number to connect you 
with the entire North Florida South Georgia regional market! Some of 
the best numbers in the book are on WJXT: 42 out of the top 50 breaks 
. "07' , more television homes reac hed outside the metro area, in addition 

u a L ad of 17' ; inside Jacksonville itself. The same old line? Can't be; 

<»i >w d\ busy signals! 



Reprtsented by TvAR 

WJXT 

JACKSONVILLE. FLOWIOA 

POST-NEWS WEEK 

S TAT I O N S A OiViVON Or 
THt WASHINOION fOSl COMPAQ* 



Ka c Ju ;»S3 ARB. Mon.-Sun.. 9 a.m. to Midnight 
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New contract proposals by SAG and AFTRA may heighten trend to tv commercials without faces 



Talent unions: what they a; 

Revised spot radio payment method a key issue 

l ninti ili*m>mtl* ;i rr tinVn .1 minor hrlrl up to an iitiln-ti\. Tiu*\ rHlt't 1 llto 
-liininlli* .iik) wi'tikiiiv— •«»« of I'uliiv lui-infs* -«-«iim -m \ \\c\ i»nt*.il tin* Life-! 
-tr.ilt'pr- ol iiKIiiagtMiiiMil in trvinjj In linlil tin- line nil l.ilmr ro-1-. .mil n| 
iirjiiini/i'il laimr in — < -»-k i n *r .1 tit'Itof tlt'.il lor union 11 1 c - 1 1 1 1 k - 1 ~ 1 1 1 p. 

I.a»l week, -.iicli ,1 inirrof Iieinj: liclil tip In the ratlin-It tiitt 11 — 1 1 n Ii\ 
llif 11 111*111— irpit'M'i!liii£ |ii'i'fnriiifi- wlm wmk in r.ulin .tint 1\ t niniiirn i.iU, 
li\t' or rt'rni'ilcti, Sunn* unitl- <*< 111 !« j <*!<*,* rl\ Im - *rrn. -in-li .1-: 

B Tin* l.ilciil union- l.\FII{\. >K(»I .in* -ftknif; nioii nmiu't Im 

llu' "minor" pt'i lorini'i'- in t-niiiiiit'i rial- li\ -rrkiiif; .itlililioii.il In'- for llw 
.-fiinc work, or In alluding It'-- work, ri'lic.ir-.il. Iiinrli poriotl-, clc fm I J 1*- 
SJllilr 1 1 1 1 1 1 it - \ . I lie -.nut' ronrn 11 i- not < ■ \ 1 1 1 1 > 1 1 < '« I . nor i- it lK'tv— ,11 \ . tor tlm-f 
few tnp-U'\cl pci toi ini'i - in foinniiM i'ihI- who .nr n-n.ill\ p. ml i nn-iclrr.iliK 
n\ cr--c;i If .m\ w.i\ . 

B T\ - Mown li'i linitpic- "vi-n.il -ipit't/t'. ' hnk\ lip -vih 1 imiiiii'n 1.1I- 
iuvtik ill); .u Itn -. elf. now Ii.ivi- nt'w pi n r .nnl -pot l\ I.ilrnt 1 itr- 

K'llt'l l IIKIlk.1'1 grtiwlli?. 

*" Tlit' prnwlli of -pn! ratlin. .1- .1 m.ijnr I mm. 1- nolril. It will now 

rn-l .111 admiti-fr inoi'i' to opi-i.ilo 1.1 rpf--t .1 lr. in.ijoi ■ 111.1 1 ki'l -pot i.iilio 
mill pa i pn -. ( on\ cr-oK . in .111 ci.i 111 whn li mlwoik i.u!in I1.1- li.nl ililln nllii*-. 
llu* I.TltMil union imnhrii. U*TI* \. s- otTttmjr, what .lnioiiul- lo 1 t'tiin lion- 
in r0111111rrri.il ffc-. 

On //it- ftilhitrhm! /mgr* i.% 11 HfH't'inl ^/tOMJtir rr/turl 0/1 m'xr tnlriil tlrmimd* 
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Wiii. millions in ,uki*l*lising dol- 
lars ruling on (lie outcome, 
cnii.ti.ul iugoli.it \tn\s opened hist 
w<-< k lu-tuivn nidio and television 
lal< nl unions and tlie joint com- 
mitter of tin' American Association 
oi Advertising Agencies, the Asso- 
ciation of National Advertisers and 
the networks. In a brief session held 
:it New York's l^irk-Slieraton, at- 
t ended by more than 100 represen- 
tatives of advertisers, agencies, and 
media, union proposals were pre- 
sented. The proposals were any- 
thing hut brief, including many 
points which will be hotly debated 
when conference table sessions be- 
gin in mid-October. In general, the 
proposals pointed clearly to one 
thing: rising costs for advertisers. 

Ohjectivc will be to reach new 
three-year contracts for the Screen 
Actors Guild, the American Feder- 
ation of Television and Hadio Ar- 
tists, and Screen Extras Guild be- 
fore the present three-year pact 



expires at midnight, 15 November. 

While simply stated, both SAG 
and AFTHA radio and tv demands 
added up to move money from both 
network and spot commercial users, 
and program buyers here, there and 
everywhere. Outside the basic rates, 
revised terms for such things as lip 
syne, lunch hours, rehearsals, and 
many other side points, showed the 
way also to increased fees. 

Via several pages of text, starting 
with the statement "Strike present 
formula and substitute the follow- 
ing," AFTRA sprung a new pro- 
posed method of payment for radio 
commercial talent which could con- 
ceivably shake the medium to its 
roots. 

For radio, AFTHA wants to drop 
the present wild spot fees calling 
for flat payments, and would sub- 
stitute the formula used in tv under 
the present contracts, namely city 
population units. Simply, adver- 
tisers would be biced with rising 



SAG-AFTRA tv commercial proposals 

CLASS A PROGRAM COMMERCIALS 
COMPENSATION FOR USE AND REUSE 



Hates — All players 


except group 


singers 


ON CAMERA 




Use Proposed rate per use 


Use Present rate per use 


1 $120 


1 


$95 


2-13 57 


2 


70 


14 and each 


3 


60 


use thereafter 30 


4-13 


57 




14-20 


15 




21 and each 






use thereafter 


10 


OFF CAMERA 




Use Proposed rate per use 


Use Present rate per use 


1 $90 


1 


$70 


2-13 45 


2 


55 


14 and each 


3 


48 


use thereafter 18 


4-13 




45 




14-20 


9 




21 and each 






use thereafter 


7.50 



talent fees as the market list grew 
What the union proposals wl 
mean in a total dollar sense to ad 
vertisers cannot be estimated easily 
but one can guess that the rate in 
creases and changes will mean sev 
eral million more annually abov 
the estimated $25 million now pai 
to talent. 

For example, rates for all players 
except group singers for a class A 
tv program commercial, first use. 
would rise from $95 to $120. Simi 
larly, the first five units for wil 
spots in cities except New Yor 
Chicago, and Los Angeles woul 
go up the same amount. Talent fei 
for dealer commercials would have 
a new six-month rate: $560 for all 
players except group singers oi 
camera ($450 presently); $400 fi 
off camera ($310 now). Other ge 
eral fees and rates, plus informal 
on the unit system are cover 
separately. 

Radio proposals 

Under the present AFTRA cdj 
tract for transcribed spot announ 
ments, actors and announcers an 
paid as follows: 

For one minute or less wild sp 
announcement, fee per person 
$52.00 for the entire country, i 
eluding any number of cities an< 
stations. For one to three minut 
the fee per person is $69.00. 

For the entire country other th 
New York, Chicago and Los An 
gclcs. minimum fee per person 
$35.00 for a one-minute announce 
mcnt or less; $46.00 for more tha 
one minute and including thre 
minutes. 

For one to ten cities, other thi 
New York, Chicago, and Los Ai 
geles, fee per person, one ininuj 
or less, is $17.00; more than on 
minute and up to three minute 
$23.00. 

Under the new radio coinmerci; 
proposals, AFTHA would suhst 
tute this: 

"City population units are pre 
posed (see separate box) in Rt 
corded TV Commercial Code, wit 
same formula of one million < 
fraction thereof, utilizing the fo' 
lowing minimum fees. 

"Session of one to ten units <l 
$4.00 per unit; 11-60 units at $2.(1 
per unit; 61 units and each mil 
thereafter at $1.00 per unit. Til 
minimum buy shall be at 10 uni I 
including one hour of required n I 
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SAG-AFTRA tv commercial proposals 

WILD SIMMS -(.OMI'I AS V I ION 

RJU I SI! AM) Ml-.-l M, 

Hales ( H ics mil unhiding New Ynik, (Imago 01 |m 
Vngelrs. V 1 1 pl.iM rs cv«-pt nr<m|> sin >i r\ 

ON CAMERA 



Units Proposed unit rate Units Present unit rate 



l 5 




$120.00 


1 5 




S950O 


6-10 


add 


9.00 per unit 


6 10 


add 


8 00 par um' 


1 1 25 


add 


5.00 per unit 


11 20 


add 


5 00 per unit 


26-35 


add 


3.00 per unit 


21 25 


add 


3 00 psr unit 


36 and 






26 100 


add 


1 25 per unit 


each unit 






101 175 




thereafter 


add 


1.50 per unit 


add 


I 20 per unit 








1 76 and 












each unit 












thereafter 


add 


25 per unit 



OFF CAMERA 



Units Proposed unit rate Units Present unit rate 



15 


$ 90.00 


1-5 




$70.00 


610 


add 6.75 per unit 


6 10 


add 


3.50 per unit 


11 25 


add 3.75 par unit 


11-15 


add 


3.00 p2r unit 


26-35 


add 2.25 per unit 


16-20 


add 


2.50 per unit 


36 and 
each unit 
thereafter 


add 1.15 per unit 


21 25 
26 90 


add 
add 


2.00 per un t 
1.00 par unit 






91-125 


add 


65 per unit 






126-175 


add 


.60 per unit 






176 and 
each unit 
thereafter 


add 


20 per unit 



lioarsal ;i( $10.00 per 1 Lxtra 

rehearsal sh.ill lie at the rati* of 
$10.00 per lioiir." 

UTIU also adds; "New Wk is 
to be weighted 30 units. Chicago 
and Los Angeles c.uli lo he 
weighted 20 iiuit.s. A wild spot used 
in New York oub: iiiiiiiini iiii fee 
SSO.OO excluding one hour retpitml 
rehearsal. C"ltic;i or l,os \ugcles 
siugb. iniiiiiiiiini foe $(>'0.()O exclud- 
ing one hour required rehearsal. 
Chicago m i c 1 Los Aiiudcs logetber, 
minimum fee $100.00 excluding one 
hour required rehearsal. New York 
plus either Chicago or Los An- 
geles, i ii in in ii i in lei- $120.00 ex- 
chiding one lionr required lelicars- 
;d. Combination of New York, 
Chicago nnd Los Angeles, minimum 
fee $150, excluding one hour re- 
quired rehearsal." 

The same block-busting proposals 
would apply to singers on spot 
radio commercials, utilizing the 
unit system. "New York. Chicago, 
and Los Angeles, each shall lie 
tvoiglitod as 30 units. Any combina- 
tion of two of the three cities, i.e.. 
New York, Chicago, or Los An- 
geles, shall he weighted as 50 units 
All three cities shall lie weighted 
at 60 units." 

I Under the present AKTHA radio 
agreement, rniuimum fees for a 
onc-minutc transcribed commercial, 
three to five voices come .it $15 per 
person, six to eight voices at $35 
per person, and nine or more voices 
at $22 per person, for any number 
of cities and stations, or the entire 
country. 

Under the proposed agreement. 
New York, Chicago, and Los An- 
geles (60 units), three to five 
voices would cost $50.40 minimum 
Woe six to eight voices $-11.10. and 
nine or more voices, $33.-10 per per- 
son. These are the same minimum 
fees for singers in the 51 to 60 city 
unit hracket for wild spot radio 
commercials. 

l or a broad campaign reaching 
more than 100 units on radio the 
hasic price for three to five voices 
would he $65.30 fur 101 units, 
plus $.10 for each additional unit; 
for six to eight voices $55.30 for 
,101 units, plus $.10 for each addi- 
tional unit; for nine plus voices 
$17.30, plus the $.10 for each unit 
over 101, all rates per person. 

Thus, for 101 units, a present 
commercial utilizing three to five 
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voices, would cost $65.30 per per- 
son, minimum fee. against $ 15(H) 
as at present. 

Tv /jry/)c».«n/.f 

The SAC and A ITU A proposals 
for t\ commercials included many 
other suggestions worthy of men- 
tion. For one, under Lmal Program 
Commercials, a separate listing was 
added for New York. \11 plavcrs 
on camera, under the New York 
market proposal, would receive 
$265 for one to 26 uses, compared 
with $210 as now. For New York 
off camera commercials, the fee 
would go from $150 to M l )5 for 



use one to 2fi. 

The Unions noted. The p.ixnient 
of the New York Local Program 
rate permits unlimited use of tin 
commercial in up to and uiclndiiic 
an additional five cities without 
further compensation Vft< r tlx 
2f>lh use, the on camera fee would 
rise $2 per use through the 3* >t 1 1 
for 10th use , itid e.u h list tin reader 
M per use. 

Keeping up with ,i gruvihig trend 
in t\ ciHnnieri l.ils. ^ \( . and 
\FT1L\ would make chauurs imdi r 
Still Photographs " 1 he agreement 
roads now. "It is tbe mtnil and 
spirit of this .-mrtf nicnt tlut Mill 

L'l 



Population unit weighting 

In both SAC anil AFTRA contracts, present and proposed, 
talent let s for spot tv are computed on a unit basis. Cities with 
less 1 1 utii one million, count one unit. The present SAG tv 
contract adds another unit "for each additional 500,000 to one 
million," while AFTRA allows "an additional unit for each 
additional one million or fraction thereof." New York, Chi- 
cago, and Los A u ncles arc exceptions. SAG now counts N T e\v 
York as II cities, Los Angeles and Chicago as seven for pro- 
gram commercials, with special Wild Spot Rates. AFTRA 
counts am one of these cities as 11 for local programs with 
Other Wild Spot Rates. SAG proposes to count New York as 
15 cities, Los Angeles and Chicago as 11 cities for program 
commercials. AFTRA proposes for tv that when a local pro- 
gram commercial is used in these three cities singly, each 
city shall he counted as 20 cities, or as a Class R local program 
commercial. For radio,, under the proposed adoption of the 
weighting system, New York would count as 30 units, Chicago 
and Los Angeles as 20 units. For other cities under the AFTRA 
proposal for transcribed broadcasting purposes, the radio 
units would follow the tv units. From the AFTRA tv pro- 
posals, (SAG issued no revised list) following is their revised 
list of cities, population and units: 



Proposed Present SAG 



ele- I 
ised 

the 



CITIES 


Population 


Weight 


AFTRA Weight 


Philadelphia 


4,342,897 


5 


4 


Detroit 


3,762,360 


4 


4 


San Francisco-Oakland 


2,783,359 


3 


3 


Boston 


2,589,301 


3 


3 


Pittsburgh 


2,405,435 


3 


2 


St. Louis 


2,060,103 


3 


2 


Washington, D. C. 


2,001,897 


2 


2 


Cleveland 


1,796,595 


2 


2 


Baltimore 


1,727,023 


2 


2 


Minneapolis St. Paul 


1,482,080 


2 




Buffalo 


1,306,957 


2 




Houston 


1,243,158 


2 




Milwaukee 


1,194,290 


2 




Seattle 


1,107,213 


2 




Dallas 


1,083,601 


2 




Cincinnati 


1,071,624 


2 




Kansas City 


1,039,493 


2 




San Diego 


1,033,011 


2 




Atlanta 


1.017.188 


2 





put 



si 

• 11 

in 

1 

w 
•t 
fctl 

ft 

fed 
at- 
n 
a 
& 



photographs made for use in tele- 
vision commercials shall not lx; used 
in a manner which evades the 
agreement." 

In place, the unions would 
this: "Performers in stop-action 
photographs, still photographs or 
any similar photography used in tv 
commercials, whether originally 
made for tv, print media, or any 
other purpose, shall lx? covered b\ 
all of the terms of this contract and 
entitled to session and use fees as 
provided therein." Some persons, 
not employed in television, could 
conceivably find themselves on the 
union payroll, if accepted, 
Other points registered by SAG: 
Tie-Ins: "The advertising of addi- 
tional products (other than those 
of the sponsor) by use of the so- 
called tie-in commercial shall re- 
quire the payment of an additional 
fee of 50% of the applicable use and 
re use rate for each additional prod 
net." 

Discrimination: "Discuss and put 
into effect an effective anti-dis- 
crimination program in connection 
with hiring and employment prac- 
tices in the commercial field." 

Definitions: "Commercials are 
short advertising or commercial 
messages made as motion pictures. 
90 seconds (now three minutes) or 
less in length and intended for 
show ing over television." 

Recording Session: "Reduce o: 
camera session from four to two 
hours (group singers). Additional 
time shall constitute an additional 
session for each two hours or part 
thereof." Present contract has two 
hour limit for all players in com- 
mercials except group singers anc 
other vocalists. 

While following SAG eomincrcia 
(film) proposals' for a large part 
AFTRA (tape and live) included ; 
number of thoughts of its own 
"New proposals" made by A FT 111 
included: 

Hand models and Physical Den! 
onstrators: "A performer wihou 
Hues in a commercial who is re 
quired to demonstrate or ilhistrati) 
any special business with his hoiitl 
and or any other part of the body] 
hut whose face is not shown, sit a] 
be paid the applicable rate f( 
band models and physical demon 
strators." 

On-Cainera Performers: "X<> 
more than 12 months from the dat 
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nt lit'st use, hut in tin event mm- 
tli. in I 5 1 1 it 1 1 it I iv Iron! tl.ite nt re 
■kudu in (now IS .nit] I') ittotiths 
v\ hichevei (lute K e.nlier, shall con 
hitntc the in minimi period nl use 
.iiul re-iise. The almvc period nl 
|t»..n;fs is t^r. mted nu condition tli.it 
uitli respect In 1 1 1 1 u it - it- i.i K Idi ime 
bind i let, .1 ^il.ll.inteetl liiiiiiiiiiiiu nl 
S.'tK) per evele sli.ill lie t redded 

■iMiiist us.ii*e within th.it tAtle 1 

p. lid to the perlnrinei " 

S\C .dsn prn|>nsetl ,i leilm (lull 

■ (tin 2 I months to IS mouths, nr.iM- 
liutii use tor an oil t imer.i voice 

A h'THA ne/icor/i propost;/.* 

\ITH \ .ilso had in in\ proposals 
ft ir the "Code of Fair I'r.utiee for 
Network Television Brn.itleuslitti*." 

Tlie union for one. proposetl re- 
v ised program lees lor uiuinnuctTs 
in camera live times per week. For 
a program in the 15 to 30 tiimiite 
ramne. \l'Tlt\ proposetl a lee ol 
Uftl. now S.)')7. Fnr 30 to fit) iiiiu- 
lies. $630. utivv S53U. Fur fit) to \M 
■dilutes, $T?J j. now $fjf>3. 

In a propos il which could ni.itcii- 
iillv t It. nine (he role *if olf c.llitiua 
(iniioiiiu t rs, lees which fnriiierU 
.ipplied lor more than (en lines, 
would he cli.umetl tu "more than 
five lines " 

I'or nroup dancers. VI'TII \ pro- 
posed a l(r. increase in .ill program 
lees, and an increase in evtr.t re- 
hearsal Iruiii $.°> tn SO an hour Vntl 
tl vvonld like to cut tin hided re- 
hearsal hours lor nrtinp il. unci's 
from tvvo to lour liners, dcpcudiue, 
on pinnr.un leuntlt. 

Turning to nrtm inn iudiis(r\ 
kr.utiies, \I-THV asks this: "l,ip 
>>nc is a perliirin.UKf which lulls 
within the catenorv of sinners. 
When a dancer is required to leurn 
.uid or rehearse and or iiieiuori/e 
music and dries in addition to pcr- 
lirniiii" as u tl. nicer, he shall re- 
ceive an .iildition.il fee lor the lip 
feuc services of not less than 7.V 
of the applitahle dancer's pmniani 
'fee. When a dancer is required to 
pin on a pronrain he shall he paid 
at the lusher nl the two lees, or 
»1>> the additional fee of the afore- 
mentioned ~o> r > for lip svnt. vvhich- 
(•ver is the hinder. If a sinner also 
|d. niccs on the pronrain. he shall he 
paid not less than a dancer who 
sinns." 

Meal Periods: The suit.) meal 
period shall lie TO minutes now 00 
in lenntli. 



SAG-AFTRA tv commerci;il proposals 





( l.VSS 


\ IMKX.lt Wl 


( OMMI IK 1 \l 


S 


.1 


li ill s ( .loop 
Ih II lit lloul pi 


S nn,i i s pi i si 
>pi is lis 1 1st 1 1 I 

n in mis nut 


ut t uti i 

III p IK lltll 
1 III '1 ll 


* r tj 

... il 


S A 1 1 1 I 
II >t 1 t« 1 




ON CAMERA 


OFF 


CAMERA 


Use 


3 or 4 


5 or more 


3 or 4 




5 or more 


1 


$80 00 


$71 00 


$47 00 




$4ron 


2 


6100 


56 00 


35 00 




*00 


3 


51 00 


45 00 


32 00 




27 00 


4 13 


48 50 


43 00 


30 00 




2500 



14 and 
each use 
thereafter 



20.00 ($13 17 00 $11| 



$1200 $6 75 $1000 $6 25 



Incidental rtclicarsnh "All per- 
dinners shall receive iredit ol at 
least one hour rehearsal for e.nh 
time that tlu v are required hv the 
priidiiccr t(i appear outside the stu- 
dio preuiisi's duriun a ren'dar re- 
hearsal dav tor idtiosiun ami <>r 
fittmn «'f w.irdiohe and or vv ins 
which shall he part ut or continuous 
to the minimum call Tins require- 
ment shall nut he det mod to exit iid 
the 1 1 1 1 1 1 1 1 1 1 1 1 1 1 ■ call I'.iviuent of three 
lionrs ol rehearsal at the rennlat 
redears.il rite sli.ill |ir made to tin 
|>t rforiners who art required to 
appear lor t hoiisme ami or filti'in 
nl vvartlroli and oi wins on dav s 
w hit h are not pail ol tin tousitii 
live rt dears. il divs or t ontinuoiis 
to the l 1 1 1 ■ t i 1 1 1 1 1 1 1 1 t.dl on au\ re 
liears.il tlav 

Cast credits: "In the event ol a 
violation ol am nl the cast credit 
provisions, tin producer shall p_av 
each perforinei entitd d to t ast 
credits incluthiin o\ t r scale pi r 
formers an additional paviiunt of 
*>25.00, ami no over-stale pa\ nu nts 
in. iv l>c credited .inauist this sum" 
The peitaltv provision is n.evv 

I'licinonraph recording: new prn- 
posal Smnt rs vvdose votal pi r 
forinaiict's on plinm rnraph retord 
inn .ire used on television, eitht r as 
liacknroiincl retorchlin or vv here a 
sinner or smnt rs or am ntlttr per 
formers, nu hultnn p< i| q h t* am 
mated tarto.ii «. Iiur.it it rs >r am 
other ailiinaUtl thvite dues hp 



svnt or [x rtornis in am iiiji.ii< r 
to (hi pi li monrapl i I * i -ii 1(1 sit dl l«* 
paid tin apphi.illi pin . 'I nil rati 
as si t lorth in the tmli s th mi 'I 
thr pri l< 1 1 in r on tin h i i lio 
vv i re pi rloriumn liv n s id pr 
nr. nu 

Newsineu: \ IK uivvsiiiru 
W asluunton. DC shall I* incliid 
ed ill tin piovision ol the \l~llt\ 
Codt s tin same as an in v\sn*t u I 
MIC ( IIS and Miitinl in \\ si 
n nnt i it i 

I akin i . 1 ik it thi i 
nsi ol lilt' ru 1 1 li ii i il I r ' 1 1 i 
\l"l It \ would hki I - |i it .ii ti l 
III vv pi opus d \ 1~1 It \ w i 1 I 
lor tl i st ihlishiiii ot t r t- s t .v 
i nun hv i or pn in n < I 
nrauis | ■ 1 1 tli ted m ■ in t <i i trv in. I 
tr.msinitti tl v i.i a s 1 1 • Hit* 

I uhki in ist it In i pr |« -s :s s. 
(•Htli VI I It \ t inn 1 1 1 w ith i s< nt * 
■ >| rate i h mn< s wlui h vv mid ( t I 
rates I'or rath < in tvv rk |irotr ir»i 
S|Xlls, It \ proposes 

1 Itethit i I hit wrs ks 
_roup stunt' rs tr .in VOI p. r |>« r 
s< in p. r s|x t t S J 

2 I t w 1 1 ks usi f r if - sit p s,un 

i rs riihifi M>|l) |» r ( rs'in ]* i 
s|n,t to <s IS* i 

lit wci-ks hiiitti d i si n ilni i 
lc r nroi ip sin ji rs lb us. s Ir tin k Ol 
in \2W mil l"t list v Ir «ni * tSI» i- 
vjjtl 

I Itl (lilt I | r Si I t It I I ks 

( i si ■ ai r iss tl i lit «r I 1 . . |x i |>< r 
s >u ix r s|v, t I WHO t i MSM 
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Cold war thaw unblocks tv 

Reds aid U.S. specials 



Li.s.m.mm. of tensions between 
Must ami West is resulting in more 
than friendlier relations between 
governments — it's also bringing 
about a Hurry of activity by film pro- 
duction and syndication companies 
seeking, to present a "real" picture 
of life in Russia to American tv 
viewers, as well as those in otber 
countries throughout the world. 
One of the most energetic, and suc- 
cessful, of the producers is Sig 
Shore, a long-time tv executive who 
is commuting everv few weeks be- 
tween the V. S. and Russia to work- 
out details on the import and exhi- 
bition of films depicting various as- 
pects of Soviet history and life. 
Shore, who at one time distributed 
the Selzniek pack of motion pic- 
tures to tv, was one of the first to 
import a made-in-Russia feature. 
The Sivord and the Dragon, around 
1958. After its theatrical rim, he 
sold it to WOR-TV, New York, and 
the. film scored one of the highest 
ratings in its airing on Million Dol- 
lar Movie. Now on his own for the 
first time. Shore just brought over 



for theatrical hooking the film, My 
Name Is lean, which has won criti- 
cal acclaim in addition to packing 
patrons into theatres where it's 
shown. His latest move on the mo- 
tion pitcure front is to acquire U. S. 
rights to the Russian version of War 
and Peace. lie says it runs eight 
hours fn its present form, and he's 
trying to work out details on cutting 
it down to four. All these negotia- 
tions, says Shore, paved the way for 
him to obtain footage from Soviet 
archives which he plans to augment 
with new film where necessary and 
develop into tv specials. The first 
one in his docket is titled The 
Story of Pravda, showing the news- 
paper's history as it related to the 
Russian revolution. lie said he has 
50,000-60,000 feet on film, which is 
being cut down to ev entually he re- 
leased as an hour or 90-minute 
black-and white special. "Previous 
documentaries on the revolution," 
says Shore, "have been rather shal- 
low and kind of old-fashioned." Rut 
he feels his footage will "give the 
people of the free world a better 




I VS'l-Wl.sr (.OMMlTKIl SKi:s STAIIS: Sic Slion , while on one of his jaunts to 
Km m.i. mi - ts Willi K'oyln Uurlyaev, st.ir tif "My Name Is Ivan," Soviet film he is tlistrib- 
t i> in tin I S. He says Hnrlyatv's ijreah'sl ambition is to own a Corvette. In baek- 
c I i ('»• Holshoi Ballet theatre in Moseow, where one oi his tv specials will be filmed 



insight into the history of commu- 
nism" as the Soviet has fostered it. 
Shore points out that Lenin gained 
his original recognition in the Bol"- 
shovist movement through Pravda, 
which he used to gain power for 
himself and mold the entire move- 
ment — even contributing to it 
while in exile. He said he has 
talked with ARC about this special, 
and the network is awaiting a copy 
of the first draft. The second show 
planned is titled Ten Dai/s That 
Shook the World, compiled from all 
footage screened for him by the 
Soviet government during his visits 
there. This will be an hour program 
in b&w. In explaining his reason for 
taking this subject, be said: "The 
Russian revolution was very impor- 
tant to the American people. I felt 
the NBC White Papers on it should 
have been responsible for throwing 
the NBC News people out of broad- 
casting, rather than out of Moscow, 
as was done. They (the White Pa- 
pers) were terrible. The newsmen 
cheated and padded in order to do 
what were alleged to be documen- 
taries. Thev were phony and cre- 
ated false illusions. I hope w e don't 
do the same type of program." 

Holshoi Ballet featured 

Third special on tape is an hour 
in color on A Night at the Bolsboi, 
consisting of ballet highlights from 
the Bolshoi, Moiseyev, and Georg- 
ian dance companies. Plans call for 
each special to be sold on a separate 
basis. Commenting on potential 
sponsors, Shore noted: "I think 
American industry certainly recog- 
nizes there is some kind of thaw in 
the cold war. They recognize the 
economic factor as one of the first 
signs. Almost any big company, in 
foreign as well as domestic opera- 1 
tion, should be able to recognize! 
the abstract as well as tangible! 
benefits." Others readying SovielJ 
material for IT. S. tv screens in I 
elude Stallion Films and Desihl 
Sales. Stallion last week obtainecl 
exclusive and previously unshowrl 
film on the Russian space effort I 
from the Soviet Embassy, and wa:l 
also granted exclusive rights to al I 
documentary and news film on theiil 
space program produced by Novost I 
Press Agency. The film, titled Tin* 
Great Adventure in Space, was prol 
dueed expressly for Stallion and in I 
eludes footage never seen by eitheil 
American or Soviet public. ^ I 
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Uncle Sam's anxious doctor What he's worried about 




ADVERTISERS; Special Report 

Billions in smokes 
at stake in federal study 



I'SCIJE SAM'S AVXKHS IDOf - 
TON, surgeon grtwrtifs office artttl 
upon a iMSsxing, medical question last 
year tiitcti he firtt a Presidential okay 
to make ti liva-part studu of smakni'j. 
and health. Port I, due soon, to review 
cxhtiit'^ data, Part 11 to jollou: u ith 
rfconunrtulalioni (or art urn. I.utln r 
L. Tifry. M.D., teas assistant thief of 
the Sot intuit Heart Institute In fore his 
W hitc House upfuuntmi at as sur<z< t>n 
general in January I'Jfil and has /irm 
in aovirnmcnt uriiet \but the 10' v 
W l I \T UK \VXM NIKS ANOl'T is 
partially summaiizt d In/ this pasti r 
from abroad. It is In inj. us* il l>n tin 
British Health Mini-vim to u am i/i iiii^- 
iters of what the novt mini nt In lit i < •» 
i< a sviokinz danger. \t \tiiki in ttu 
I '. S. inquiry arc Sfi.S />i//i«*»i ta 1 i_<» 
relte sales annually anil MM indium 
in broadcast menu ;/ 



A>> (n.\iu niv wcttliir wliit sum 
think is (lie ni >st ttiu i. il jx ri >d m 
tin tr.uli's lusfor\ .nlvirtiMii' is nn 
.ib.iti'd ,iikI i liniliiim (o ik \\ li vi'K 
\t|\t rtisint;, of toursr, nn his t • I « v i 
muii. tin 1 medium til it t*> ts Til nf tin 
c ic.irvtlr tlnll.ir \< rrwwu li I \ T»'U • 
\ imuii Unrein of \il\ < rt imii ' slew* 
Vj') iti til i« n fur i l*£aft Iti s mi sjx t .Hid 
in (work looks fo| tin first S|\ III lll'lls 
ol tills M .ir s ( c t.lllli 1 |Ull£f 2 I 1 Ills Is 

[i million It id ii\t r tli it |x ri "1 I ist 
\<.ir uliuli .irtoiniN I for v.rji tlun * 
1< ss tli ni la vIC tin* \tjrs intl i\ tf 
SI IS. I inillirii \i tw rk is ( nit muni ^ 
to ui t around "0 i f tin is ti»Vir<ttr 
in mr\ 

\s tin tr.uli s\\<.its out t lit- w it iiv 
jxriud fir i r 1 1 *■ >r I (n c i ^ ir< ( (• s «nil 
lli'dltll f rt mt it tin NlirCn II ('< Ik r-ll's 
f ii. t-sitt.i rs in \\ isl ni' t n it is I ru i*l 
fMstini; i i •"•ii inn rt i il piitnri di mci»".1 
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mOVERTISERS 



S'/;< i -ml 

Report 



reproach. I low good 
I. isles. how well it is 
p;ii*ka'4('tl — this is the 
And 
clear 



tn he above 

the IiiIkUTO 

filtered ami 

stni \ ciyaiettcs are telling. 
llu-\ art* at pains to make it 
llie\ are talking to responsible adult 
customers. 

In spite ol efforts to look reason- 



ably wholesome as cigarettes seek 
an honest dollar, sniping goes on in 
various public opinion camps'. 
Among (he detractors — doctors, 
lawmakers and administrators, 
media critics and inevitably the 
makers ol competing products — 
some are happily predicting a 
"harsh" report by the Advisory Com- 
mittee on Smoking and Health. The 
committee, assembled at the Presi- 
dent's direction last year by the 
Surgeon General, is to report by 
yearend. 

Still tobaccomcn manage to re- 



main sanguine in the face of anxi- 
ety around them. They don't see 
how the committee could make 
anything conclusive out of existing 
research. The Tobacco Industry Re- 
search Committee has seen no 
health charges proven. In Washing- 
ton the Tobacco Institute wel- 
comed the Surgeon General's study 
as "timely and appropriate in view 
of the recent flurry of interest in 
the subject. ** An American Tobacco 
official earlier this year told security 
analysts that cigarette use had in- 
creased since 1954, when the "anti- 



WEDNESDAY 



THURSDAY 



FRIDAY 



SATURDAY 



SUNDAY 



7:30 



8:00 



THE VIRGINIAN 



JACKIE REASON'S AMERICAN SCENE MAGAZINE 

Philip Morris 



ED SULLIVAN SHOW 
P. Lorillard 



8:30 







THE OUTER LIMITS 

Liggett & Myers 




| WAGON TRAIN 
I R. J. Reynolds 


MONDAY 




TO TELL THE TRUTH 

R. J. Reynolds 








MONOAY NIGHT AT THE MOVIES 
American Tobacco/ P. Lorillard 






COMBAT 

American Tobacco 




| McHALE'S NAVY 
1 R. J. Reynolds 


TUESDAY 


<S> 




RED SKELTON HOUR 
Philip Morris 



REDIGO 

Brown i Williamson 



GLYNIS 

R. J. Reynolds 







1 


PASSWORD 

R. J. Reynolds 


RAWHIDE 

Philip Morris 






DR. KILDARE 


77 SUNSET STRIP 

R. J. Reynolds 




BURKE'S LAW 

Liggett & Myers 






ROUTE 66 
Philip Morris 



JOEY BISHOP SHOW 
P. Lorillard 



ARREST ANO TRIAL 

Liggett & Myers 



1 



'I L S/»rw«wAfrf/» nil shored Considerable sports nnd special-events activity Inj cigarettes not shoicn. 

'•> 



nu.ircttc" i-.intp.iiu.il f ifi*»nt. 1>\ 
8,5' r through l!)(>2. Wltilt- clse- 
win if .1 slight per e.tpit.i slip win 
reported List umi' .tltrr .1 h've-je.tr 
rise. tot;il s.ilcs continued tn urow 
Mcdi.t men worried .1 1 it u 1 1 tin- hi 
tine ol l\\ fniirtli largest customer 
:tre re.iss-nri'd wlien llte\ reiiienilicr 
Unit ;id budgets 1 1.1 \ 1 • continued to 
climb with sules :is ein.ii'etles lend 
ed olf .itt.icks the List decide. Cig- 
arettes h.t\c thrived .nid based new 
successes 011 filtering the worn out" 
of sniokiiiu. Competing brawls li.ixc 
drown to I 011 U s Litest client list. 



Soim inedl.i lilidflii'thh h.l\e 
I >< •« n lllerli'tl li\ t ivi.ni tie Iri >nl >li <i 
Chic« I Li t it 11 1 ol must Clvjsin tie 
schrdnli s willi rollege new s|i.i|)ers 
.nid wind 1 .id it) stations tins veil 
st eini d tn represent .1 ii'.kIiiiii to 
the rt 1 1 1 1 1 1 1 11 r us in W .islniiejiiir ( .1 n 
er.il nil 1I1. 1, taking note of the loss 
to tlii n junior colleagues., li.irdK 
expect to he siinil.irK lilt since 111 
the hr. nid r.nc advertisers pl.niiK 
c.i 111 11 it .ilfurd to stop pn ssint» ln| 
acceptance. 

Kathcr tlinn .mi\ curtailment, 
general tncdi.i nnulit look fur re 



,n tiou in tn 111 of nth 1 it 1 xi 1 1 • t ii' 
I'y ti II tin ir sti rti v 1 I l.isli' and ill 
tr.tlion .ul\ 1 1 tisi ts .in iiMiia In 
no 11 in spoils sittings (i-upti 
( ( 1 1 ip.i 1 1 101 1 si 1 1 1 1 indoors nid int t> 

piltllK .idlllt 1 ll|U\ III' 1 it .111(1 III 

s< mi t.tsi-s li.udlv ins |x ( pli .it ill 
111 111 w piodni t di umi it> (I si 

l|lll 111 IS C 1 III ip MIC s st re IS t lu A .11' 

pl.it 11 1 •' 1 1 hi 11 111 1 ( 1. (Is 111 .11 11 1 in 11 11 11 1 
shows th.it .ire stnelK lot Mown 
tips dls.iMiw nit! inti i> si 111 .iii% 
thing th.it .ipp'.ils both tn t lnlijr« 11 
.nid their < Idi rs 

'I .isle themi s r< fl' LI ihc f.H t lh.it 



9:30 10:00 10:30 1 1:00 





THE BREAKING POINT 

Brown & Williamson 






EAST SIDE/WEST SIDE 
Phi ip Morris 








SING ALONG WITH MITCH 


Itest show on earth 

nencan Tobacco 




THE FUGITIVE { 
Brown & Williamson 


1 


1 


GARRY MOORE SHOW 
1 R. J. Reynolds 










CASEY 
town & Williamson 


CHANNING 
Brown & Williamson 


ERLT HILLBILLIES 

. J. Reynolds 


| DICK VAN DYKE SHOW 
P. Lorillard 














Vy DEAN SHOW 
merican Tobacco 






ii MASON 
ulip Morris 


THE NURSES 
Brown & Williamson 












THE FARMER'S DAUGHTER 
Liggett & Myers 


1 


1 




TWILIGHT ZONE 
American Tobacco 


; ALFRED HITCHCOCK SHOW 
Phi ip Morris 






JACK PAAR SHOW 




JERRY LEWIS SHOW 

Liggett & Myers ; 


DEFENDERS 
rown & Williamson 


1 


CUNSM0KE 
American Tobacco 





UROAY NIGHT AT THE MOVIES 
Merican Tobacco/ R. J. Reynolds 



Y CARLANO SHOW 
merican Tobacco 

- I 



AUVtKirjEKJ 




S/H'c ial 
rujwrt 



cigarettes arc making more than 
1 1.1 1 f their money on filters and 16*^ 
on iihmiIIioI. (P. Lorillard on the 
strength of Knit ami other evidence 
looks lor filters to take To^o of the 
market eventually.) Explaining fil- 
tration presents a challenge that is 
living some copy a mechanical 
slant. Variations of menthol's re- 
freshment theme are following ad- 
dition of new flavors to smoke. In 
the pitch for brand switching the 



$25 million 
radio account 

Radio advertising by ciga- 
rettes should be running 
better than $25 million an- 
nually, based on a projec- 
tion by Radio Advertising 
Bureau of $20 million for 
this year, plus current sales 
at the networks. ( Roth are 
guesses, since radio sales 
arc not officially recorded). 
RAR estimates that spot 



virile appeal has worked so hard 
for sponsors that it has arrived at 
the point of satirizing itself to gain 
attention. 

Here arc highlights of big-six 
cigarette copy, much of it identical 
on the air and in print 

AMERICAN TOBACCO 

Taste, pleasure and relaxation are 
central. Dual Filter Tareytori is 
makiii" .1 good natured break with 
the "euphoria" tradition as RBDO, 
on taking over the account from 
I jiwrcnce C. (hnnhiuner, intro- 
duces "the uiiswitchablcs," portray- 
ed ;i niiii i with a black ey e who says 
he'd rather fight (ban switch. The 
theme, seen first in print, will show 
up I, tier (in television where the 
I ncvtoii "hungry lor lla\or" sunt; 
till pla\ v Luckx Strikes," "blended 
for adult taste," separate "the nun 
I oin the l>r>\s but not from the 



girls," BBDO's copy says, sounding 
a note some critics have questioned. 
Pall Malls (through Sullivan, Stauf- 
fer, Colwcll & Baylcs) still tout 
extra length that "travels" the 
smoke for added pleasure. Mont- 
clair, American's menthol brand 
(SSC&R), says "the last puff tastes 
as good as the first puff' because 
menthol is in the filter, "not in our 
fine tobacco." 

BROWN & WILLIAMSON 

Claiming pioneer honors for fil- 
ters and menthol (Viceroy and 
Kool), B&W continues to try new 
tastes, adding clove to the latest 
I ight-menthol filter, Breeze 
(through Bed Bates). The com- 
pany also keeps the venerable de- 



sales are 5% ahead of last 
year. Networks report en- 
couraging cigarette activity 
and good gains over 1961, 
although 1963 vs. 1962 rates 
vary from 35% up to 23% 
clown. Among the brands, 
R. J. Reynolds has been a 
mainstay over past years, 
now joined by all the ma- 
jors but one, Brown & Wil- 
liamson, which has been a 
holdout from network radio 
in recent veairs. 



vice of coupons going for Raleigh 
and menthol Belair (both through 
Keyes, Madden & Jones) as the 
basis for a male brand-switch ap- 
peal. Viceroy copy (Bates) is 
sticking to the happy, young social 
theme of past years with "the taste 
that's right, that's right" refrain. 
Kool (Bates) suggests, "Come all 
the way up to Kool." Avalon 
(Bates) is in test markets with an 
old name but a new triple filter 
highlighting copy. Coronet (Comp- 
ton) had a test fling this year but 
lias already quit advertising. In 
listing B&W's ad themes, vice presi- 
dent John \V. Burgard admitted to 
a persistent concern that commer- 
cials' effectiveness is being vitiated 
by air "clutter" of eredits, promos 
and other non-entertainment ma- 
terial. I Ic wishes NAB President Lc- 
Roy Collins, who has been worried 
about cigarette advertising stand- 



ards, would interest himself in this 
issue, but the NAB keeps ducking 
it, says Burgard, who has been cam- 
paigning on clutter in the Assn. of 
National Advertisers and other 
forums (SPONSOR 1 April). 

LIGGETT & MYERS 

Flavor is the whole story for Lig- 
gett & Myers' three majors, L&M 
Filter, Chesterfield King and Lark 
Filter, the last-named just breaking 
into big tv money this year. Copy 
(all three through J. Walter 
Thompson) mixes men, women and 
sporting in outdoors)' settings. 
L&M, third running tv advertiser 
with 84.85 million the last six-month 
reporting period, says, "when a cig- 
arette means a lot, get lots more 
from L&M." Chesterfield Kings, as 
any viewer knows, "taste great be- 
cause the tobaccos are" and "21 
great tobaccos make 20 wonderful 
smokes." Lark sells "rich, reward- 
ing flavor" and its three-piece char- 
coal granule filter. Duke and Oasis, 
as the table shows, are practically 
out of the running on tv. 

P. LORILLARD 

Second in the tv stakes with $12.6 
million the first half of this year, 
Lorillard also spent the number two 
sum for Kent with $4.86 million 
in that period. Kent copy (through 
Lennen & Newell, which also han- 
dles Newport, York and Old Gold 
Straights stalks with a smoker's 
straightforward comparison ap- 
proach and appeal to "smoke Kent 
with the Mieronite filter." New 
port's "hint of mint makes the dif- 
ference," and York Imperial is fo- 
cusing on the package, freshness 
and sophistication. Spring menthol 
filter (through Grey) has a relaxed 
"lightness in living" outdoor theme. 
Old Gold Spin Filter (Grey) "spins 
the smoke, spins more flavor 
through," according to the brand's 
football-star commercial personali- 
tv. 

PHILIP MORRIS 

Romantic figures and mechanic! 
improvements are big in the Phi I if 
Morris picture from the classic 
Marlboro man (through Leo Bur- 
nett) to the new plastic pack for 
Faxton and Saratoga (both Benton 
& Bowles). Twin-filtered Paxtor 
and Saratoga ( the former with men- 
thol) make much of their HumifUs) 
pack and filters, "Marlboro eoun 
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TV GROSSES 


FIRST SIX MONTHS 1962 




FIRST SIX MONTHS 


1963 


Source: TvB Rorabaugh 


spot 


network 


total 




spot 


network 


toUl 


AMERICAN TOBACCO 
















Lucky Strikes 


$ 11.520 


S 1.265.466 


$ 1.276.986 


S 


13,230 


$ 1,446.400 


$ 1.46-4.630 


Monte lair 


79,400 




79.400 


$ 


1.509,370 




1.509.370 


Pall Mall 

ran ivian 


jiAO lift 

402,270 


2 733,674 


3.135.944 




206.240 


2.934.700 


3.U0.940 


i oi cviun 


43,650 


1.537,533 


1.581,183 




24,640 


1.532.200 


l.oOb.o >u 


TOTAL 


S 536.840 


5 5,536.673 


$ 6,073,513 


$ 


1,753,530 


$ 5.953.3O0 


$ 7.721,330 


BROWN & WILLIAMSON 
















Belair 


S 14.330 


$ 701.714 


S 716.014 


$ 


267,160 


$ 3 2 200 


$ 5'9 380 


Raleigh 


5.910 


1.217.133 


1.223,043 




380,3cD 


233 ] 


613.630 


Raleigh & Belair 


. 


292.639 


292.609 






1 53« 


1.533 600 


Breeze 












15.000 




15,000 


Coronet 













15.160 




15.160 


Kentucky King 


2,080 




2.080 




1,030 





1.030 


l\OOI 


103.540 


1.548,544 


1 .657.03-1 




325.690 


1,564.000 


1.590.590 


viceroy 


85,340 


2.839.331 


2,894.671 




560,090 


2,130.100 




TOTAL 


$ 216.200 


$ 6.569.331 


S 6,785.531 


$ 


1.555.530 


$ 5.818.200 


$ 7.383.730 


LIGGETT & MYERS 
















Chesterfield 


5 1,498.850 


S 1.756.640 


$ 3,255.490 


$ 


714.730 


$ 1.953.300 


$ 2.653.030 


L&M 


1,692.950 


3.275.854 


4,968,304 




1.239.930 


3.553,400 


4.854.380 


Lark 













199.320 


86.600 


235.920 


uuKe 


4.200 





4.200 




1.930 





i m a 

1,930 


Oasis 


63.370 





63.370 




1.930 


— — 


i oin 
1,3 JU 


TOTAL 


S 3.259.370 


$ 5.032,494 


S 8.291.864 


$ 2.207.890 


$ 5.604.300 


$ 7.812.190 


P. LORILLARO 
















Kent 


$ 1.990.380 


S 2.913.559 


S 4.903.939 


l_ 


2.047.890 


$ 2.814.200 


$ 4.862.090 


Newport 


1.184,210 


1.028.416 


2.212,626 




"1.871.310 


1,552.100 


3.433.410 


Old Gold 


1,373,040 


611,876 


1,984,916 




1,257,340 


1,327,300 


2,591,640 


Spring 


483,380 


855,965 


1.339.345 




349.870 


702.800 




Torn 


1.805.090 


929.153 


2,734.243 




508.170 


162.400 


u/U.J/U 


TOTAL 


S 6.836.100 


S 6,338.959 


$13,175.0:9 


$ 6.O44.5S0 


$ 6.568.800 


$12,613.3-0 


PHILIP MORRIS 
















Alpine 


S 67,790 


S 739,489 


$ 807.279 


$ 


31.600 


$ 571.203 


$ 602.800 


Commander 


586.240 


500.185 


1.0S6.425 




357,140 


523.200 


890.340 


Marlboro 


853,080 


1.851.470 


2,704.550 




420.100 


2.143 900 


2.559.000 


Parliament 


2.030.810 


95S.997 


2.939,307 




1.670.830 


1.033.600 


2.704.430 


Paxton 













223,920 


919.700 


1,143.620 


Philip Morris 


235,300 




235.300 




289.510 





2S9 610 


Saratoga 













64 520 





64.520 


Tobacco Products 





466.961 


466.961 











General Promotion 





7,443 


7.443 










Hunk II 

uunn ii 


3.000 


— - 


3.000 










TOTAL 


S 3.776.220 


$ 4.524.545 


$ 8.300.765 


$ 3057.720 


$ 5.196.600 


$ 3.264.320 


R. J. REYNOLDS 
















Brandon 


S 213.150 





$ 213.150 


S 


76.200 





S 76.200 


Camel 


126.690 


4.320.029 


4.446.719 




132.6~0 


3.464.300 


3.595.970 


Salem 


602,650 


3.775,771 


4,378,431 




147.S50 


4 3 e l 600 


4 529 4-0 


Winston 


419,460 


J,y/U.DDb 


4.39U.Ulb 




2,832,170 


• TCT 7(YI 




v<J WO' IC 1 


"12.730 




12.730 










TOTAL 


$ 1,374,690 


$12,056,356 


$13,441,046 


$ 3 133.900 


$12,093,600 


$15237.500 


GRAND TOTAL 


SI 5,999,420 


S40.068.36S 


$56,057,783 


S17.S33.150 


$41,249,300 


$59,032,950 



SO mfi'lmrfk 1963 
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S/» t ial 
Report 



trv is taking the man's mail every- 
where with a story of filter flavor 
based on the "Biehmorrcl recipe." 
Parliament (B&B) eniphnsizcs "ex- 
tra margin" in its recessed filter. 
Philip Morris Commanders (Bur- 
nett ) boast tobacco vacuum clean- 
jug by the new Mark VIII machin- 
ery, and Alpine (Burnett) sells the 
filtered "light touch of menthol" in 
outdoor imagery. 

R. J. REYNOLDS 

With a top six-mouth tv budget 
of $15 million backing up a claim 
of national leadership for its three 
big brands, Reynolds' Winston. Sa- 
lem, and Camel (all through Wil- 
liam list)*) are hitting the flavor- 
pleasure theme in sports-work ori- 
ented copy directed to both sexes. 



Winston's theme since 1955. "tastes 
good like a cigarette should," was a 
•S7 million tune on tv the first half 
of this year and has been varying its 
art lately to focus on the cigarette, 
as in one commercial that only in- 
troduces people in a golf green shot 
tagged on in closing seconds. Men- 
thol filtered Sal ems illustrate taste 
freshening "softness" with couples 
in landscapes. Outdoorsinen, sport 
couples- and singing groups earn' 
the Camel message, "every inch a 
real smoke." Brandon, relativ e new- 
comer to nn filtered king-size ranks, 
is not being advertised at present, 
nor is Cavalier, an older long non- 
filter in a crush proof box. 

With these general messages of 
taste and filtration for adult enjoy- 
ment, cigarette makers are maintain- 
ing their lifeline to the market. The 
importance of this lifeline was put 
in terms of survival by Lorillard 
President Morgan J. Cramer when 
he explained to stockholders that 
few businesses are so dependent on 
advertising as cigarettes. 



Public prominence makes ciga- 
rettes sitting ducks for criticism 
Being called on the federal carpet 
in the past about mildness claims 
has made careful copywriters of 
cigarette advertisers. But after 
steering clear of any questionable 
assertions for the product, cigarettes 
still are open to attacks on their own 
copy "taste" in addition to the basic 
medical question on the popular 
mind. While officials keep the fire 
hot in Washington, media critics 
and others complain elsewhere of 
"immorality" and "hypocrisy" in sc.x- 
oricnted advertising. 

Attacks on cigarettes mean oppor- 
tunity to others. Anti-smoking prod- 
ucts and cigars are two. Smokurb, a 
chewing gum by Hudson Vitamin 
Products to help curb "the habit," 
entered the market this year. 

Cigars, for some 20 brands, made 
a national television investment the 
first half of this year that appreci- 
ated $2.5 million over that period 
last year (including a small amount 
for other tobacco products). 
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Advisory Committee 
on Smoking & Health 

The future of cigarettes is 
in the hands of ten experts, 
selected by the surgeon gen- 
eral from recommendations 
by the Public Health Serv- 
ice, American Cancer So- 
ciety, American College of 
Chest Surgeons, American 
Heart Assn., American 
Medical Assn., Tobacco In- 
stitute, Food & Drug Ad- 
ministration, National Tu- 
berculosis Assn., Federal 
Trade Commission and the 
President's Office of Science 
;md Technology. They are: 
I .oris F, FiKsi-ai, Ph. IX, 
ol Harvard University, 
whose field is chemistry of 
tobacco .smoke; Emmanuel 
l'vnmn, M.I), Ph.D.. Uni- 
vcrsitv of Pittsburgh, exper- 
imental and clinical pathol- 
og\; M vtinCK II. Skkvkiis. 
Ph.D.. M.D.. U.iiversitv of 
Mic higan, nhannacologv ol 
.incstlicsu and habit-form- 
ing drugs Lion \un M. 



Sciiuman, M.D.. Univ ersity 
of Minnesota School of 
Public Health, health and 
its relationship to the total 
environment; Cu vnu's Le- 
Maisiui-:, M.D, Woodlnwn 
Hospital and Southwestern 
Medical College, Dallas, in- 
ternal medicine, infectious 
diseases, preventive medi- 
cine; Jacoii Fuhtu, M.D, 
Francis Delafield Hospital. 
N'evv York, cancer biology; 
Wai.tku |. BummrrK. Ph.D., 
M.D., University of Utah 
School of Medicine, clinical 
and experimental surgery, 
genetics; Jouv B. Hickman. 
M.D, University of Indi- 
ana, internal medjeine. 
physiology of cardiopulmo- 
nary disease, William ('•. 
Cociin.vN M.A, Harvard 
U n i vers it y, mathematical 
statistics with special appli- 
cation to biologic prob- 
lems; Sr a \ noun Bvy.ni:- 
Jomis. M.D.. LL.D.. retired, 
formerly of Yale School of 
Medicine, and Cornell Uni- 
versity N'evv York I lospital 



Medical Center, nature and 
causation of disease in hu- 
man populations. Bayne- 
Jones also is special con- 
sultant to the committee 
staff. 

Under chairmanship of 
the surgeon general, the 
smoking-health committee 
is working with: 

Executive Director, IIeh- 
max F. Khayhill, Ph.D., 
nutrition researcher who 
had been special assistant 
to the associate director for 
field studies at the National 
Cancer Institute; and medi- 
cal coordinator, Eugene II. 
GinriiKiK, M.D, who left his 
post as deputy chief of PI IS 
Division of Chronic Dis- 
eases to take ov er for Pin i-.n 
V. IIamu.i., M.D., PUS Air 
Pollution Control Specialist 
who was hospitalized from 
overwork after assignment 
to the smoking-health study 
[seo.Nson 19 August]. Krav - 
bill is being assisted by 
Ai.kx KnniNi. career infor- 
mation officer. 
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Avoid over-commercializing 



enry tells radio - 1 v executives: 



Tim RX, will drliuilrh impose 
limits on allow able radio •ntd t\ 
k-c tin mer t'i.i 1 time — il chairman 
K. W illianf UfMiry cm rails tlx- snp- 

>ort 1)1 fc'llott - Commissioners. 

Addressing a packed i;.illcr\ ol 
uoadcastim; ami adterikiug e\ecu- 
ites in New York, llir .1 1»\ tvir-okl 
r'CC chief described tlx- devjriv of 
|i\liat lie termed "o\ crcouiunrciali- 
■turn" nn ratlin and tv: 

\ listener or \iewcr in;iv well 
BUM' concluded tliat tin - mils dilfcr- 
kce between radio ami television 
I thai one gives Iiim 'plmjs' bis 
ears and t lit* Other, 'spots' belnre his 
■ cs " 

m&luxlry hmiis lisini 

More than l.(XX) iiidustrv etaeii- 
pes, gathered last week at a huicli- 
lou nice tint; of tin- 1 1 1 tin i.it iui 1.1 1 
Itadio and Telcv i'moii Societv. heard 
tin' successor to Ness tun \ limits 
■ate: 

"I'Vn .'}(> tears t lit* commission lias 
clied upon vauuc policv prn- 
10 ii n re nu'ii t s coiideuinim; mide- 
liiied ci -idiniiici c iali/ation It is 
Mine ... to yet .specific • — to hriiig 
thi.s polks down out of tin' clouds 
mil into tin' homes ol viewers and 
listeners. Wltetlier by rule or In 
polict statement, we neetl to estab- 
lish criteria sthich will tell tin- pnb- 
lic and the industry what wo incaii 
lit 'ovcr-couniierciali/ation'." 

Last March, the KCC asked sta- 
tion operators to comment on its 
proposed rule to adopt N'A li s radio 
and tv eodi'.s ol eoimnereial time 
standards as FCC rules. Of the re- 
sponse, llcint said the ueiier.il feci" 
hit; among licensees was that "the 
task is impossible." lie added the 
KCC was not told "why it is impos- 
sible,' and underscored his dissatis- 
faction by saying the commission 
'diil not want merely to be inun- 
dated by dou-carcd denunciations 
anil over-simplified, unsubstantiat- 
ed conclusions." 

In answer toirHliiStrvtipiiiioiiUi.it 
broadcasters, themselves, should 
control their own coin menial tune 
standards. 1 lt'iir\" said that business 
men. concerned with the "profit pic- 
ture, ' would always put the N \H 
Seal of Cooil Practice in competi- 

SPONSOR rtO sin i mm K l%3 



turn w itli th< N al ol tlx ( mti d 
Stad s I ii isiih i 

In Ins sjii i i h Helm proposed i 
"I.ki lu I. ice nu t hoc ol the l oin 
mission Willi hiiiadi asli rs .1 ■ I \ • i 
tisiis and piiit*utm piodnitrs In 
lijitlicr di nioiislriite the | >i c >l tic - 1 1 ■ 
and ihsi ns% si ihit ions 

We know that emiinii ri j.ijs aie 
the hie blood ol \onr iiidustrv 
lleuiv assured his andience. and 
\\e di> not intend lo pnsiribe 
leeches." 

\t a news conference lolltissim; 
Ins talk, llcurs admitted th.it at 
It -.in I one b"( '( ' commissioner would 
have to uttei his present opposition 
to iiistitiitinu rules on lommeiiial 
lime standards if there is In he a 
majoritv ol lour commissioners 





f't'V i liairiliitti K. William Ht*nr> 

needed to adopt such a rule. At 
this tunc, chairman llcmv has mils 
three firm Mites behind him — his 
own. ami those of commissioners 
Kenneth \ ( u\ and I .ce lan s m.;i r 

I lolils New ('(inference 

liuriin* his hrst major addn *t to 
Tinted Stall's hro.idi asters lie 
lisered in Nttx \* rk last stick l'( ( 
iluirinan II William llmirt ih 
Uressed In hi) his tin im of "user- 
couiineieiah/ it»m" to meiilion 
other piohli n -s in hrouli istnm tile 
aiiencv is At i < sthni; w it 1 1 



► \ t t u i>rk\ I hi ill i n| i\ di 

i us in ' tin sp< ( t.d i !• i*f in (m <iV 

tin \ do ibh i niliilnitn u I • 
hrn idi astm ! th il tub in IstotL 
an abn l<i ui iki mil linn n nit 

lot* ■ 1 1 1 ■ 1 1 > I r I I s| H l| ISlI llll II s \l a 
III uv lonbirnii .dill his s|h < < Ii 
I h iii\ s nil I li.it w hih tin I ( ( is 
no! ]>• i nut Ii 1 1 In Im nsi iutwirk< 

III' llliptsl r\ I lltll.llK die ItfellCS 

would In able In i \i nisi thrill 
n filiation " ri ipuruit; 1 1. r \%* ■■ k s i i 
provide inform itn ii to tin l ( ( 
In .1 Jf> Si pti nibet intrr\n M mi 
\\ OH 1 \ New 'ioik s /.<k/ii \ o/ //i« 
series llenrv ispliiiud wli.il 
In im .nit h\ iiifoi null, n' fri in ucl 
Winks fhe infi riil.ltinil would 

i ousist uf stalistii.il d it. i iiii pri i 
Uranuiiu. Iiaanii d liyun s. iimii 
in i oi aifih.iies, ' ail suns ol injur 
ui ilmo would he \<r\ In Ipful 

In ns lu see two I hull's— i •u« how 
the mlworks aie pi rfonmmi and 
two. bow their .1 llili.it* s art |x r 
Im mm'.;. ' 

y S i j s/f» j ii i /i unit If iii.ii i\ affih 
ites olten fail to i ll ar network sus 
t.iiuiue pnhlic .dfi.urs programs or 
those oiilv partialis spoilsoied and 
tin piihlii is thiTebv di prised i f 
nun 1 1 of the lu si the netw <<rks has < 
I" i fl< r. the lomiuissinii has i.uisi 
Im ( unci m ' 

► l'i Hlii ill /win Hadio and ti l< 

s isiou are connm; niori anil uiori to 
he relli.il npull h\ polllu.il l.uidl 
dati s The public in torn is 

n Is im» mi n asinuK upon radio and 
teli sisimi to pros idi it with iiisiejit 
into making Mitjni; decisions 
The cost to the laiuhdale is sk\ - 
kk ketinv; — ss ith .1(1'* to l\n i4 lam- 
p.ouu funds ts pit alls umm; to tin- 
In o.uh aster I ssi n Id then -fore have 
liked to disinss furtln-r ssith sou a 
ihouuht that I had ntrnlls — that 
tor cull se^uii lit i>f lime s Id lis 
i hroaih-iisti r m a part i« ul-ir r ice, 
i pi opi irt lon-iti i r ei|ird si*s;nii nl 
<>f turn ssould In di iu|i d f > r tin 
use i t all i ,i i id u I id s in ih ii rat i 

► S|,i/n;i< r ri runs s tin \i»r.« 
lions ins iti dih mist if ti IrvKinn 
iti|iuri >o in.m\ riTuns lnt\s.«u 
|i in and 'si pti iiih' i <r in I lit n 

i U< I • pi ndi ut prmlutws md ssritiri 
st ilh a ss i i Ith ( f in ss i n ^r on i(h is 
ss 1 1 ii 1 1 tin intssorks disdain'" ^ 
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duPont finds tv spot effective 



ADVERTISERS 



\ test marketing-advertising experi- 
ment In dul'nut lias found spot tv 
in effective medium to sell Teflon 
cookware. Tin* chiPout study, in- 
volving controlled advertising in 13 
cities, found the total cookware 
market expanded by 21% and pur- 
chases doubled of the type carrying 
a tin Pout finish. 

James C. Hecknell, Jr., and Rob- 
ert \V. Isaac of did'ont's advertising 
reseiirch section, report on results 
of the successful test in the Septem- 
ber Journal of Advertising Research. 
Tlie research design called for three 
levels of tv advertising in the 13 
cities (luring the fall of 1962, and a 
cross-over experiment in the winter 
of 1963 to detect any continuing 
effect from the fall tv advertising. 
A wave of 1,000 telephone inter- 
views in each of the markets during 
each test period was conducted. 

''The successful advertising strat- 
egy more than doubled purchases 
of cookware coated with Teflon," 
I hey report. "Purchases went from 
27 units in markets exposed to low 



or no advertising to 59 units per 
thousand female beads of house- 
holds. 

"A 'carry-over effect' from the fall 
advertising occurred at the high 
level of advertising, i.e., purchases 
were significantly higher in markets 
exposed to a high level of advertis- 
ing in both fall and winter than 
they were in markets exposed to a 
high level of advertising in either 
the fall or winter tests alone." 

"These differences account for 
both market expansion and gains in 
market share lor eookware coated 
with Teflon. There is strong evi- 
dence of an advertising 'carry-over 
effect' from season to season in 
terms of building market share. 

"In markets with no duPont tele- 
vision advertising for Teflon eook- 
ware coated with Teflon accounted 
for about 11% of the market. In 
markets with only one season of ad- 
vertising, the market share reached 
about 16%, and where advertising 
ran lor two seasons Teflon mar- 



ket share reached 27%. It should be 
remembered that the increase in 
market share for eookware coated 
with Teflon oeeurred in markets 
where an expansion in eookware 
sales also occurred. 

"Most of the gains for cookware 
coated with Teflon were in the 
metalware segment of the market. 
Cains in the glassware-coated-vvith- 
Teflon share of the market also oc- 
curred in those markets exposed to 
a high level of advertising, but they 
were spotty and may be a result of 
the differences in the distribution. 
There is no evidence of an advertis- 
ing 'carry-over effect' in the market- 
share data for glassware coated 
with Teflon." 

The duPont researchers note the 
market has been brought to life 
with an improved product and a 
$1,000,000 level of adv ertising, par- 
ticularly metalware. With glass- 
ware, the response was not as good, 
which they say may be a distribu- 
tion problem or one concerned with 
the product itself. 

Cookware units per 1,000 female 
heads of households in the fall of 
1962 were as follows: with high ad- 
vertising, total units of all types 
were 404, units eoated with Teflon 
38, skillets and griddles eoated with 
Teflon, 2S; with low or no adver- 
tising, total units were 317, Teflon 
units 16, skillets and griddle eoated 
with Teflon, 16. 

In the winter of 1963, high adver- 
tising showed 26S units of all typed 
59 with Teflon, and 27 for skillets 
and griddles eoated with Teflon. 
With low or no advertising, there 
were 221 total units. 27 eoated with 
Teflon, and 13 with skillets and 
griddles eoated w ith Teflon. 

Reeknell and Melsaae report sales 
of eookware with a Teflon finish fol- 
low ed a characteristic pattern of 
fad prodnets. Sales dropped after 
on early spurt. At the time, duPont 
was not involved in eonsumer pro- 
motion, but the duPont name and 
trademark were both heavily used 
by retailers and manufacturers. The 
cookware, they also note, was of 
poorer quality. By midsummer 1962. 
products coated with Teflon were 
nl distress prices. 

DuPont bad developed an im- 
proved Teflon finish by this time. 
"Thus the technical problems wer 
pretty well overcome and a truly 
satisfactory product was now pos- 



It's a plane; it's a bird; it's Chevrolet! 




Latest coi crcial from Chevrolet brings viewers, \ ia helicopter, closer 

unci closer to lop of Monument Volley's 2,U(HI-fi.-lii>jh Castle Hock pin- 
nacle hi I'lali, Seated nonchalantly atop rfkajiitg perch is model Shirley 
llimisev in a UiM Chevrolet. 'Copter then pulls away and soars around 
the monolith, showing the heights and scenery witli appropriate voice- 
over cii men villi! new car and I heme, "Chevrolet Stands Alone." Car 
was lifted to its perch in sections and assembled on peak, with model 
also taken up urul down hv 'copter. Commercial was produced by 
Mcvander film Co., Colorado Springs. Canipbell-Kwald is agency 
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sibl t \ hut the market ll.id disap 
pea red." As a result, .1 new adv'cr 
lisiug and marketing plan was de- 
veloped, including .1 tliil'imt "Seal 
of Approval" and a heaw promo- 
tion campaign. 

The 1« - st designed to disco\ cr 
whether or not tin' market lor non- 
stick coukwaic rim Id he resurrected 
with the improved product anil a 
t\ tiimuwrc* advertising program. 

The cities used in the lest were; 
Detroit. Springfield. ])a\ ton, Oni.i- 
lia, Columbus, St. Louis, Maiignr, 
Konngstowii, Pittsburgh, Wichita. 
Philadelphia, Cruml ItapixK. and 
Rochester. 

Problems included spott\ distii 
Button ( 01 it-ol -stock situations were 
created in markets where sales were 
strongest), loss of Rochester be- 
cause of a heavy cookware adver- 
tising campaign run during the fall 
by a loc;il retailer, and distress sales 
by retailers who became aware of 
the campaign which may have in- 
flated sales. 

Somebody's been 
selling our honey 

This joyful cr\ comes from It. D 
Mradshnw Co. whose Spun Honev 
has been selling 30<rr ahead of the 
(first six months of l!)f52 in the Los 
mimics area And there's no Coldi- 
locks behind the counter, either, 
■here is — of all things — a bear and 
he's turned nut to he a gold mine 
for the west coast companv. 

Sprung from some creative heads 
bt agency Iloefer, Dicterich & 
jHrow n. Spunky Hear began his ca- 
reer as an animated walk-on ■ 1 r 
Spun Honey tv commercials. Agen- 
cy and client s<u«n selected Spunky 
ftgrown to life-size proportions in 
Itho person of Marc Seaton, the actor 
peneath the costume — as a mer- 
chandising device to appear in su- 
permarkets on weekends giving out 
■ loons to the kiddies. At the same 
ime. Bmdshaw launched a schrd- 
ile of spots on KTLA, Los \ngrlc\. 
Mere one of the top kids' slums 
kas livzo the Clou n 

Serving as the intended f.dl-gm 
.0 Ilo/o (whose tricks cternalh 
)ackfirc), Spunky i.s a d.n'K source 
pf laughs and Spunky, the inerch.m- 
liser, continues to give bis cartoon 
ircdeccssor a free ride on a vcr\ ex- 
pensive ad medium. 



WAPI-TV 

OWNS EVERY 
MAJOR FEATURE 
FILM PACKAGE! 



Examplos of WAPI-TV's exciting film 
packages that will be seen on: 

Friday Night Movie (Fridays, 9 00 PM> 

Hollywood Hit Parade 
(Monday-Friday. 1 00 PM to 2 30 PM| 

Best of Hollywood (Monday— Friday. 
11 30 PM to conclusion) 

Seven Arts-Vol, 1. 3. 4, 5, 7 

Screen Gems— Post '48 

Screen Gems— Group 6 

Columbia— Post '50 

Selznick Movie Theatre 

MGM Library 

RKO Library 

Paramount Library 
NTA— Santa Monica Features 

NTA— Wilshire Features 

NTA-61 for 61 

NTA— Sunset Features 
Warner I Showcase for 60 s 

Warner II Embassy 



CHANNEL 



WAPI-TV 

BIRMINGHAM. ALABAMA 



V. API TV rep'et<">*ed b H*-» g»on Pg «r «nd P*'toni 1«e 
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"war chest" urged 

to spur coffee consumption 



I In ui|i i>( toffee, as Viiicriciin .is 
h.is(li.ill .mil (lie loiighoru Steer, is 
nlleniii, w itlulr.iw :il s\ mploiiw, ac- 
cording to Andres t T ri1>f, United 
States representative of the Nation- 
al Federation ol Coffee ('rowers of 
Colombia. 

"The situation, ulreutK serious, 
nuw well Ijctiunt* critical, unless the 
coflec-prodnciilg nations net im- 
mediately to stem the dangerous in- 
dications of dec line of eonxumptum 
in their largest world market," 
I rilie warned. (Americans consume 
more than half of the world's total 
eoffex' exports). 

I'rilic urged that all coffee export- 
ers contribute $1 a bag to a "war 
chest" for advertising and promo- 
tion. Such a voluntary levy, placed 
on world coffee exports for 1963, 
would total about $45 million. 
Limited to coffee shipped to the 
V. S. market, the $1 "cofTec-dcfensc 
contribution" would provide ap- 
proximately $25 million for promo- 
tional use. 

I'ribe, a former chairman of the 
World Coffee Promotion Commit- 
tee, cited findings of the IJ. S. Dept. 
of A uric u I tu re, which anticipate per 
capita coffee consumption will de- 
crease in 19(53 by 11^, against the 
1947-49 base average. 

"Coffee's market of tomorrow de- 
pends on funds invested in promo- 
tion today," l T ribe said, adding that 
"while coffee producers stand mute, 
probably unaware of the conse- 
quences of doing nothing, coffee's 
competitors have already launched 
massive promotional campaigns in 
a concerted dri\e to capture part of 
lire coffee consumer market." 

I Ic cited Coca-Cola's publicly an- 
nounced goal of capturing 7 r r of 
the coffee market, and Dept. of 
\gricnltiire figures indicating an ex- 
pected yrow th in tea consumption 
m 1%3 of Wr, 

I lie eoflee-prodneirig nations of 
J„itin Vineric.i have contributed up 
In 2 «• ,i ban lor I". S promotional 
iMinpaUjiiS handled h\ the l'an- 
\iii<ri<aii (.olfee Bureau. The 
I'M "II sp. nt •si..'] million (gross 
billiu t in spot Iv in 1W1, accord - 
'I ( li \ isinn Bureau of \dver- 



less coffer-producing countries im- 
mediately ofler funds to support it. 

Tbc Federation of Coffee Grow- 
ers of Colombia has been a steady 
customer of spot tv in the past three 
\cars. having spent an estimated 
SI. 6 million in 1962; §1.5 million in 
1961. and $600,000 in 1960 (all fig- 
ures from TvB). 

"Colombia's position." said Uribe, 
'has always been that funds spent 
for coffee promotion are an "invest- 
ment,' and not, as most producer 
countries still appear to believe, an 
expense.' " 

The only other major coffee - 
prodtieing nation using television, 
according to TvB, is the Brazilian 
Coffee Council, with about $140,- 
000 (gross billings) in spot in 1962. 

New Sindlinger service 
on radio audience, buying 

A new national and local-market 
service measuring radio audience, 
its demographic characteristics and 
buying plans, has been announced 
by Sindlinger & Co. Covering 67 



markets, the service is called the 
"Sindlinger Market-by-Market Me- 
dia Mix Reports," and will use a 
minimum sample of 2,000. 

A newly purchased IBM 1602 
computer is used for all calculating 
to process Sifidlingcr's data with 
lightning speed. Punch cards carry- 
ing 450 factors each will be pro- 
cessed at the rate of 800 per minute. 
Sindlinger estimates "20 minutes of 
computing with the new IBM 
would take 20 people three months 
to accomplish." 

The reports will contain data on 
station listening by 15-ininute time 
periods, taking in a wide variety of 
audience characteristics on out-of- 
boine and in-home listening as well 
as information on all the communi- 
cating media. 

Ratings range will go to three 
figures (indicating upper and lower 
range of statistical deviation) rath- 
er than the usual one figure. Presi- 
dent Albert E. Sindlinger believes 
the "validity of broadcast data is 
the responsibility of tbc research 
company that provides the data, 
and since Sindlinger defines ex-' 
aetly what it does' there should be 
no need for a disclaimer clause, 
and we will never use one." 
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RCA Victor announces really big event 

n 



in • i 
1 1. * 



'. but nothing in 1%2. Ihihe 

fl < III! 



f i< < s < xtiiielion ini- 




1 lore's n sample from ItCA Victor's two-minute color commercial specifi- 
cally promotion ' ItCA Victor Week." This is one of several Ucing aired by 
Victor as part of its $7-tnilli<in uuilti-mctlia ad campaign in support of the 
196M rnclio-tv-pliono line. Above will be viewed on "Walt Disney's Won- 
derful World of Color" tliis Sumlny on NUC 
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1963 phonograph sales up, 
though July drops slightly 

Distributor »Uul factors salt's ol 
phonographs in Jills dropped slight 
l\ frmi'i those recorded lor June, tin' 
tear's reeoid month, accnrdinu to 
tin- I'll \ Marketing Seniles l)e 
pal tnii'iil's latest report released 
todat 

III July. 21 1 .(ill pin table table 
and S7.33(> console models were 
Id ilc 1 b\ ilist rilin tors . compared with 
the 2l7>.03f» and KH>.IK>7 recorded 
[for Julie. Year-to-datc lol.iU were 
1.334.370 ami 72I.OSI a»aift*t 1.- 
102. Il."> ami fi]f).572 reported lor 
tlie first seven months ol 1962. Jnk 
1062 Hynrts were 21 1.007 ami 
7S.203. 

At tbr factory, sales ol 230.2S2 
portable table sets ucrc reported 
Brill 106.766 consoles, compared t< 
the 305.916 and I 19,253 in June 
purine the first seven mouths ol 
this year, 1,121, 60S portable table 
and S09.73S consoles were recorded 
Last year during the same period. 
1,155,663 ami 722.115 were sold 
Sales of portable/ table and consoles 
in July 1962 were 220.196 and 90. 
197. respectively. 



Network grot* time billing* 

S t TvB INA BAR 

Ijn June 62 Jin June 63 ChJntt 

A S! lb 399 0 S 12b 21 *. 3 7 6 
CB 175.237 0 I85 3IIO 5 7 
N«C 160.427 6 167 338 2 -J 3 
loljl $452 063 b $477 863 5 . 5 7 



Breast 0' Chicken shifts 

San l)ieyn based \\ estimate ( ah 
lnriiia I'rudmts will nio\i its SS(H| 
(KX) act-omit to the Harm's Cliasr 
Ads'. \'4enis ol that citt I J.uiu.irv 
accurdhiu to Milton h'illins Ji 
v.p. ol the client linn. Most ol the 
billinu; vjoes for promotion ol 
Breast O' Chicken Tnn.i. with t\ 
spot Urttini; a major share of the 
budget. Other \V-C promoted 
products include l'nrr (.'at Food 
{."Irani s. Dressings, and \<lams 
Packing. Account has been with the 
D'Arcy San Dieqn office past tlirei 
years, breast () Chit ken has been 
nsin>4 tv spots in some 10 kct ma- 
jor markets c\t%»pt the New Kii s;- 
land states and was the only major 
If campaign oritginatiim from the 
San Diego area. 




Another friendly giant on the scene 

Dt'oKiH-d tu (loin in .il t- an* tupt-riii«irWt I 
jti\t as lie (Jnmiiutrt tin- prrtts cjI. tin* 
I'ieht-ft.-titll uliiniiiHiiu ri'.iiiI i\ Ih-iiic ol 
(rri'tl a\ a I'-O-l' piri r In push ( .taut Hr» • 
iioliU Wr.ip anil nn ollur "ci.iul vi/r 
item* tlir iiulit idii.il KriKcr inns <himM- 
It i\ tlit- fir\t tint tonal promotion on (.i.ml 
ltr>iinld\ Wrap, the ioin(i,»ii\ report*. \ 
heavy usver ol Irlrt islam ailvrrlivum. 
Ilcynnltls rt-lit-s iihkU* on littworL diuws 




MEMORIAL STADIUM 

JACKSON. MISSISSIPPI 
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WJTVchl2:Katz - WLBT ch.3:Hollingbery 



Serving 1,465,700 PEOPLE 
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Many are claimed as readers .. 



(by the advertising trade press] 
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XOiT.H of astronomical figures. Forget geometric 
J— ' rates of expansion. Let's see how few really do the 
choo«ing. To he ultra-generous, you *<tiH can't figure 
more than 2,000 national tiinebuyrrs, hy joh title 
or function. This isn't just our opinion. It's the 
opinion of just about every national rcpre*cntative, 
as well. Want to add the people who exerciw some 
degree of influence? Let's. This add- another two 



but few do the choosing 

< 

i 

to four thousand. Thus, in order to measure up, 
vour advertising must take the measure of roughh 
5,000 people. 

To reach the few who do the choosing must vou 
buy five-figure boxcar circulation? No. 5,200 
copies of sponsor (more than 50% of our total) 
go to agency and advertiser readers — to timebuyers, 
other media personnel, account executives, plans 
board members, research people, ad managers, and 
others concerned with buying radio and tv. We 
don't burden SPONSOR circulation or you with big 
gobs of peripheral readers who eventually must 
affect our editorial content so that it veers away 
from strong agency/advertiser emphasis. We edit 
sponsor 100% for buyers — not for sellers. We 
do it with news. We do it with features. We do it 
with **how-to*8." We do it with think pieces. We 
do not do it with numbers. 

SPONSOR 

The Happy Medium Between Buyer and Seller 
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NE J NOTES 



1 \ crsli.ii |> approves H)()'i diu'dend: 
) \i rsti.ii p stockholders have voted 
t i iiii it .si' linn's authorized cum- 
uidii stock from I '■.•-million shares to 
5 million shares, clearing the win 
fur distribution of a stock dividend 
of one share of common stock for 
c.u li share of common stock out- 
standing. New shares will he mailed 

2 October to stockholders of record 
at close of business 20 September. 
This disclosure comes during suc- 
cessful sales campaign on new stain- 
less steel Krona blade of Schick 
S.ifclv Ha/or Co., Fversharp's only 
operation division. The stock was 
placed on a 75-cents-per-sharc an- 
imal dividend basis, equivalent to 
$1.50 per share prior to the split, by 
compain board action in declaring 
a quarterly dividend of 183 cents 
per share payable 28 October to 
stockholders of record 1-1 October. 
For the past seven years the annual 
rate of Fvcrsharp common has been 
$1.20 per share. 



Drug firm sales, earnings, hit peak: 
Jbchardson-Merrell Inc. had its 
15th consecutive year of sales in- 
creases for the period ended 30 
June. Consolidated sales were 
$169.9 million compared with $161 .- 
9 million lust year. Net earnings 
were $17,514,000 compared with 
$17,263,000, and earnings per share 
were $3.01 compared w ith §2.09 
last year. This was the 11th con- 
secutive' year of earnings increases. 
Hichardson-Merrell also announced 
the formation of a new company in 
Europe to produce and market 
laboratory chemicals in the Benelux 
countries, and plans to build a 
plant in India. 

Publish data on discounting: Super 
Market Publishing has released its 
latest book, "Discount Retailing in 
the U. S.," a 256-page marketing 
study describing discounting in 213 
major metropolitan areas. Statistics 
include names, numbers, locations, 
sales, share of retail volume, store 
area, and 1963 projections in each 
of 213 areas involved. Also included 
is a special statistical report on all 



Physicist finds new friends through tv 



\ 



r 





l)r Vlhert 1 1 »(>!>■.. se nior stall sc ientist it California Institute of Tcchnohi- 
let Propulsion Luhoraton as well as chief (if tin- Anns Control Stitch- 
(.roup, commutes Itelnerii Pasadena and New York for weekly hosting 
of MIC 1\> •|.\ploni)i». Series is 1 u, >c lopaeclia liritaoniea's first ven- 
ture into Iv prntusiii sponsorship. \ is MeCimn-Ki iekson, it is lianki ollini; 
lull el llw l.onr skein. Willi llihhs ahove are three of the Paul ami Mar? 
litis puppets who fcRiiluiK join liim as popular characters in the scries 



discount stores in the country, aff 
well as a market research study 
which explores food discounting in 
competition with super markets in 
a major metropolitan area. "Dis- 
count Retailing in the U. S." is on 
sale at $25 from The Discount Mer- 
chandiser, 67 West 44th Street, New 
York. Super Market Publishing also 
publishes Super Market Merchan- 
dising, a monthly trade magazine 
of the food retailing industry. 



NEWSMAKERS 



Let 



Richard Sirinsky to northeastern 
district maanger for video and 
audio products at Ampex. 

Eve Kiely to senior vice presi- 
dent of the Stcphan Company. She 
was vice president and account su- 
pervisor at Compton in Chicago. 

Janet Sillen' to research coordi- 
nator of women's products at Albert 
Shepard Associates — Motivation 
Dynamics. She was a vice president 
of Dichter Institute for Motivation 
Research. 

Edward G. Jesinsky to sales pro 
motion manager for the Home Prod 
ucts Division of Shulton. He was 
merchandising manager for the 
Chain Division of Rubbermaid. 

Richard A. Daughertv to as 
sistant general manager of the Spe 
cial Sales Division of Gillette. 

Bernard O'Dai.y to director o 
production, planning and manufac 
turing for Los Angeles Soap anc 
White King. He was with Procter 6 
Gamble, 

James Coiain to director of sale 
promotion, advertising, and publii 
relations for Field Enterprises Edu 
cational Corporation. 

Don* Beldinc to the executiv 
committee of Eversharp. He is s 
founder and former chairman o 
Footc, Cone & Belding. 

James A. G. Beales to dirccto 
of marketing for the consume! 
products division of Calgon. lib 
was a product marketing manage 
for several consumer products 
Scott Paper. 

Gene D. Wilkey to presideiJ 
of a new cosmetic and toiletrl 
division of Warner-Lamhert. 

I Iron Goodm an to media an! 
programing manager at Warned 
Lambert. Formerly, lie was advea 
tising services manager, grocerl 
division. Standard Brands. 



SPONSOR/30 SEPTEMBER 1 96j 



AGENCIES 



Marketing data exported 



Unhid Si Mi's marketing know 
how is lieiug exported In Cen- 
lr.il Ainwir.ui t-oniitrifs .is .1 result 
ill ,1 special businessman s ,ul\ivnr\ 
mission headed In W'.illcr Cuilil. 
president of Guild, H.iscom i\ Lion- 
ligli, Hiu\ Hubert O. Davis, piesi- 
dent (if his own iiitcni.itMin.il mar- 
keting consultant firm. 

'l'lii- project is p. nt <>l the Alliance 
■or Progress under tin? auspices of 
tli«- U.S. Agency for 1 uteri uit ional 
Development. 

'l'lii- aim is to significant!) reduce 
llic cast o! rnnsnmiT products in 
Central America. Following ,1 >ur 
vex made by Guild in Nicaragua 
late in \UG2, Guild ami Davis were 
contracted to return in niid-Mav 




JiiiiK's l';ickcr 



James Packer joins KVPD 
as a vice president 

■ Ian-Van Pietersont-Dimlap lias an- 
nounced the appointment »l James 
W" Packer as a vice president of 
Hie Milwaukee-Chicago agencv 
"Packer, who will lie headquartered 
pn Chicago, will be responsible for 
^planning and executing special 
Broadcast media projects lor KVPD 
knd its clients. Prior to joining llie 
Kcncv. bo was vice president 11I 
Ration relations at Jobn VV. Shaw 
advertising and before tbat scrxed 
as vice president of Arthur Mever- 
flioff \ssociatcs. lie was previously 
associated with Ziv-Unitod Artists, 
"fcvliere bo spent five years in a sales 
and sales management capacity . 



to w< rk c n a tlm e month pilot mar 
kctiie program aimed .it develop 
ins; 'in (IkkIs o| stimulating bnsdu ss 
and ti.idc .11 ti\itv in all of the ( 'en 
tr.il \iiitu.iii ( '< 11 1 1 1 1 11 •! 1 Mark< t 
inemht r (imiitriis Having pro 
gresMtl far lievOml the pilot. .11 
cording to (mild, the piogi.nu is 
now in opi latum, leiiteimg on a 
new distribution svsteiu in the ict.ul 
grnuTV lield. kivsttnie of the pm 
feet was tin iiitrodm tinn of tin' 
food broker sxstcin, as used in this 
coniilrv, plus seminars anil iiii'il 
ii ll»,«5 with ke\ biisniesv cxcciitivt s in 
each count ri . 

Other consumer goods fields can 
and should be brought into the pro- 
gram, said Guild "\ lieu pnlicv of 



Wright named v. p. of 
Cunningham £r Walsh 

\rtbiir Wright, bead of the telex i- 
sion production department of 
Cunningham 6c Walsh, has been 
named a vice president of the 
agency. Prior to joining Ciuming- 
hnm 6; Walsh, Wright had been 
executive producer with Wilding 
Picture Productions in New York. 
In 196!) he came to C&W as tele- 
vision producer, ami uas made ex- 
ecutive producer in charge of com- 
mercial production in Jannarx 
196.1. Films produced b\ Wright 
have won Turin ant! Venice l'Ysti- 
val awards, and one which he cn- 
prodnced won an Acadeinv Wv.ird 
and tbe Cohlon Heel Wvard 




nurki tin j nid in ill 1 • oi< nt n t 
Iiiijiu 11I 1 si t 1111 < I r< in tin I S 
to Vi nh ui Vini iiu-i bn ii» 1 bw I 
b ui 1 did It < in lndi-» Pi •nif*t 
and < I In 11 nt .1 • 1 I, nit 1 111 tin i)< 1 

W > II 1 1 1 1 p l\ t li III III P I ri I "I 

will .1 hiidii-r si intl irtl 1 I Iimiu" n«d 
ill hnilthn ' 1 Intmt muki I f 1 tin 
I S ^ 

Ruth Ratny to creative 
dir. of Chicago agency 

\w.irtl winning tv spt t wntt r Itnth 
I. It.ttnv has lift it n lined bit nh 1st 
t real i\ <■ tin 1 t It T 1 'I I'owill St In 11 
hnxl iS II ill a (hita 'oSiw W«k 
agriuv. Miss Halm had bin \ it t 




Vrlluir Wn'clil 



Itnlli Ualn> 

president anil creative three lor of 
the Nihs ('iimiimniiatioiis ('«ntin 
for the past nine \ ears antl is sm 
fettletl there b\ ("wen Smart One 
of \iles' first three 1 inpluw'Ls win n 
he (ornied his own film tiinp.mv, 
slit' bt'i ame Met* president 111 uistrge 
of creative copv ami art stalls 111 
IT>S. l'rtilil PH} until P*">I she was 
associated with J Ualttr Tin inp- 
siiii t'oiite. dine i\ Hi Ithni*. ami 
Hntliraiill iv H v .111 

Theodore Angelus named 
Lennen & Newell vice pres. 

Promotion of Theodore VngHtts to 
\iee presitleiit of I.ennt-n i\ \twtll 
m \fw York was .innitniieetl last 
wet k Wim ln\ |oiintl the agt ncv In 
\ l Hfl as an att mint t xet ntive uat the 
Colgate Pahinilive aittnint. His re- 
sponsibilities itivtr the l.iisfre- 
( rrim* hue Prmr to 1 ining lxV\ 
he had Ut ii with HIUX) ft r three 
\ 1 ars. and w .t> .nh crteaiig antl ni.tr- 
ket research ln.uljger of Ct nmar 
Prixhuts iM'fore that 
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Grey ups Rubin, Konheim 
and Kennedy to v.p.'s 

Crev Idvertising has announced 
(lie promotion of Manning Rubin 
(above), Xorris Koiiheini, and Wil- 
li.nti \V. Kennedy to vice presidents. 
Rubin, wlm was recently named di- 
rector ol commercial production, 
came to the agency in 1962 from 
Benton is Bowles. Xorris Konheim, 
copv group supervisor, returned to 
Gre\ from Kenyan is Kekluirdt in 
1 935. William Kennedy is an ac- 
eonnt sii|)er\ i.sor in Grey's Beverh 
Hills office. 

U.S. Rubber Tire to DDB 

D<>\le Dane Bernhuch lias snared 
the S6 million aceoimt of live l*. 55. 
Rubber Tire Co., division of V. S. 
Rubber Co., eflcctive I January. 
Tlie aceoiint. now bandied bv 
\ W Uer 6c Son, takes in "V. S." 
Tires, Tubes, Aeeessories 6c Repairs 
Material l)i\., Ti.sk" and "Gillette" 
Tires. Ml media are used, except 
bus posters. 

Kennedy ot N.Y. office 
of Foote, Cone b Belding 

Kormcr publisher of Tlie \nicii- 
eim Wrcklij. Edwin C. Ke nnedy lias 
joined the New York office of Foote. 
(«in it- iv Beldiiig as a consultant to 
i il.ii Kitten lent for planning and de- 
velopment. Kenneth was with The 

\ntrrivan Weekly for tlie past 29 
m iis, and served as pnhlislier from 
I'MiO until j( ceased publication this 
month. I li joined the sales staff in 

I'M I he • eastern advertising 

in in mer in I'l III .iikI in |')l<) was 
' I' < I' d i M> of I le.n st I'nhlishiim 

• I (1m i ti in" (liri-eo r i f I'he 

» ,\l>, 



NEWS NOTES 



Luer Pitcktiiu to Reeht & Co.: The 
Beverly Hills agency of Rccht 6c 
Co. will handle complete advertis- 
ing and pnhlic relations ft)r Luer 
Packing Co. of Vernon, Calif., with 
the initial budget set at some $500,- 

000. Originally founded in 1887, 

1. ner was recently reactivated. The 
campaign will begin in mid-Sep- 
tcmbcr with. a heavy schedule of tv 
spots hacked by a strong program 
of print ads in consumer and trade 
publications. Other recent account 
switches include Bcndync Ltd. to 
Ben Snekheim; Cadet Dog Food to 
Durand-Sapan: B6cK Distributors, 
which handles British Motor Corp. 
in a seven-state western area, to 
beach, McClinton; Elanco Products 
to Clinton E. Frank, Chicago; The 
Kipling Corp. to Yardis Advertising; 
Aycrst Laboratories division of 
American Home Products to Robert 
A. Becker for a special assignment: 
Theo C. Uhner, Inc., and American 
Home Service, both Philadelphia, to 
Ball Associates: CIBA Pharmaceu- 
tical Co. to Donahue & Coe; Story 
Book Park, amusement park to open 
in San Diego in 1961, to Vineyard, 
Hornly & Associates, Fabcrgc to 
Pritchard. Wood for its complete 
line of men's toiletries; Department 
of State of the Commonwealth of 
Pennsylvania to Dorcmns 6c Co.: 
Essex International to Newman- 
Martin Advertising; Watson Sea- 
food and Poultry Co. of Raleigh to 
C\ Kiion Mas.sc>' 6c Associates. 

Grahin - Shaw gains largest CM 
dealer: Quite a coup for the John 
W . Shaw Advertising division, Gra- 
hin-Shaw, Milwaukee, has been 
chosen agency for Humphrey Chev - 
rolet Co.. same city, world's largest 
General Motors dealer organiza- 
tion. Other account switches in- 
clude Government of India to 
Pritchard, Wood for tourism in the 
U. S.: American Lumber Corp. to 
Yardis Advertising for a new line of 
wood floorings imported from Afri- 
ca, Wallace Laboratories to Robert 
A. Becker for Soma ami Somacoit. 
Tinted States Rubber Co. to Pa | wi t. 
Kocnig. Lois for the Textile and 
Nauuatnck Chemical divisions; Aid. 
I . S. and Canadian distributor of 
V\ estiimhonse and other commer- 



cial laundry and dry cleaning If, 
equipment, to Herbert Baker A<1- Ip 
vcrtising, Chicago, for the newly- L 
formed Sofspra division which will Ifl 
manufacture and market a new I 
coin -operated, self-service car wash I 
process; White Front Stores (SI I 
million) to Recht 6c Co.; Burnett l f 
Extract to Smith/Greenland for its | A , 
Vanilla Extract and other flavor- ||f 
ings; Block Drug to Cunningham 6c 1^ 
Walsh for Green Mint Mouth Wash | v 
and several new products; Reming- h\ 
ton Electric Shaver and Portable Iy a 
Typewriter division, Sperry Rand |r) u 
Corp. to SSC6cB for portable type- 1\ 
writing advertising; Pacific Foods h 
Products of Seattle to Wcnzlcr Ad- 
vertising to handle its Sunny Jim 
brands of peanut butter, jams, jel- Ir^ 
lies, and fruit juice drinks. 

Y6cR, Puerto Rico adds three: Gen- 
eral Foods, Puerto Rican Cement 
Co., and Farmacias Moscoso, Inc., 
the largest drug store chain in 
Puerto bico, have all joined the 
agency's office there. The Puerto 
Rican Cement Co. was created thisl^ 
year with the merger of the Poncei 
Cement Co.,. and the Puerto Rican I 
Cement Corp., and is the only en- 1 
tcrpiise on tlie island listed tin the! 
New York Stock Exchange. Fannn-I 
cias Moscoso is made up of a cliainl 
of ten pharmacies, with two mortm 
outlets to be operated shortly, im 
was reported. 

Ale account to DDB: Sicks' bniniciB^ 
Brew ing Co. of Seattle has ap I 
pointed Doyle Dane Rcrnbach tol 0 
handle the advertising of Ramici I 
Ale in addition to Rainier Beer foML; 
which DDB has been the agencvB. 
since 1961. In recent years, adverB-v 
rising for Rainier Ale has been hcavl, 
iest in California but the prodncl 
is already marketed in other arensBjj 
ami the brewery is planning furflL 
tlier expansion in the future. OthcM 
account switches include Propriep, 
tary Products division of the Pro I 
Phy-Lae-Tic brush Co. to Kastol 
Hilton Chesley Clifford 6c AthertoiM 
for their Proton Plastics divisiouHj 
manufacturer of Mehnac phisti^Di 
dinncrware. It markets national! 
anil uses all media for both trad 
ami consumer advertising; new hi 
siery. underwear, and outerwen 
knitting yarn developed by Gerli t 
Co. to Chirnrg 6c Cairns; Uiko: 
Corp., research and dcvelopmeii 
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Checking IAA roster for possible IBA judges 




('lirtkiim tin rmli-r tit llic lull Kth rrtininQ \\mi . wlmli will pm\iilr 
fin.il jmlut-s fur I liis \ t':ir'\ hill. UriiuiU .i\linn \wjriK \]H»iivttri*jl l>* llir 
I It ■ II ^ \\ mill \d» »'rti»iuu ('lull, .irr ll-r) ( ^r:ml VihritiMiu; t'\r( v p in 
I Inlb \\ mill Itnlit'il I.. Hi'lliimiT, |lri'vi<li'iil nf llii' l\\ I \ i lupin anil 
i-liiiiriiKiii of llii' 1'imilliif tt*t- In \rlt'i1 llir jnilct's. IIoIIswihhI \tl ( lull 
prruiU nl ()li\rr II. ("raw fnu I, anil Dim I \|\ •■( MiirU.in-l *li I'rmlnt- 
I ii 11 is . wlm will mt\c ;i\ I In- t fuiiritiini of llir [lulur » l ttiiim il Iii- for I II \ 



firm, tn Marin Trombone \ssociatcs; 
Parker House Sausage Co. In Ho/ell 
it Jacobs; Factor* Products (Jo., 
Chicago, to Adv crttsiiig Fnliniitcd 
.is its first agenes, T«»i*ii Vinerican 
\ssociatcs, which en mil i ids tlic an- 
nual Miss Ti'cii;m»' America Peg- 
i>Miit JiimI ViMT-niniit'l scholarship 
anil iiicrcliamhsiiii: program, to The 
II il Cnpcland Co.. Dallas, as pnh- 
lic relations counsel. Tin- Devcn 
Mutual \smi. of Media, Pa , to Cray 
i\ Holers; Kcelcsiast ic.il ltecords to 
Yarilis Wh crtisiug; Patiaculor to 
I )im\\ oodie Associate's: State ol 
New Hampshire. Department ol 
Hcsouices ami Kconomic Develop 
incut to Weston Associates; Hamil- 
ton Cosco of Columbus, 1ml., to 
Cardncr Advertising for its house 
hold products di\ isioii. 



NEWSMAKERS 



I low vhp Fnci. vnimji to vice pres- 
ident of Smith Greenland 

J wars A. Honr.niN to account ev 
ecntivc for Dohertv . Clifford. Steers 
& Shenfield. 

\i.viv H. Coi.osn in to account 
escciitive at Ellington i\ Co. lie 
was director ol advertising and pro- 
motion for Colin- ll.ill-.M.uv 

Fntni hick D Movic.omi in t< 
Recount supervisor of Leo Burnett. 
Chicago. 

Don VViiAtn lo vice president 
for administration ami finance of 
Cever, Morcy, Ballard, a new post 
W'iiaeh held a similar position at 
■orman, Craig & k'umincl. 

Jonv Hr.KD to president of Chesa- 
peake Advertising, Norfolk, suc- 
ceeding [iiines Stifller. vvlio lias 
Been named director of market ing 
for Smith-Douglass. Herd has lx*m 
^promotion manager for the S'orfnlk 
miriziniim-Pilot and tlic Lnlsir-Slur, 

I I vROi.n L. Mhoni- v, to vice presi- 
dent anil marketing director for 
Kinti \dv ertising. lie was a diree- 
Etor of market research at Mogul, 
KYilliams & Sav lor. Cardner. and 
lYaivvick i\ Lcglcr. and media and 
research director of Paris i\ Peart 
ami \la\on. 

, Du. Vm.imim Vpi'h and Hint- 
■win Criisuos to vice presidents at 
Benton \ Howies. 

I J vCk CriiiiiK.il to direitor of pub- 
lic relations tor Hv cr i\ Bowman. 
Columbus, lie has held the same 
Dost previously for Commercial 
■ otor Freight. 



Final 1.. Bihnsiiin to general 
manager of Tobias <N ( n.. Charles- 
ton and Columbia advertising anil 
public relations agencv. lie vvas 
general sales manager of WI.OS- 
T\'. Asbevdle. 

N\\(\ ll.l-s Fl i 1/ to the ci fativ i" 
stall of \V. It. Doner in Chicago- 
She was a cnpvw riter lor Compton. 
also Phillips iv ( Iherbo, 

Vimiai C. Ski i ion to director 
of research for the Detroit oliice ol 
Young & Mubiiam. lie was market- 
ing account evecntivc with Camp- 
bell Kvval.l. 

Dwin Fiuvss and Hniiiiii Vvn 
Bnn-N Jo the creative telev ision pro- 
duction unit ol Fuller vV Smith \ 
boss. Frev ss was a t\ priKlni » r v\ itb 
McCanu-Marsi halk. Nan Hnren a 
tv producer with He.it II MiC'lintun 

Willi \m \ i« inn to aieinmt e\ei 
utive at Laliue iN Cleveland. |)e 
tioit. He was pr« x lonsb with Mel 
drum i\ l"ew smith 

1 b urn in la n vi in to iiidcpeudt i>( 
ilesign consult. nit tie was in.itive 
director vvitb Sinller i\ 1 leiiin s<-i \ 
for I S v ears 

It in i win I Li w is to pi mhut i 
writer in tin radio anil tv depart 
ment of Km hi u Vdvi rtismg. ("hi 
iMgo. lb siived .is tv art direitor 



for Foote. (anm s\ lit Iding. J W .i\ 
ter Thompson and K.irlc Liidgm 

l-'iu in mi k D MnMi.iiMiin to 
account supervisor .it Leo Hunutt 
in ( 'hicago. 

JiillN It (."l \HK to aeioimt eseiu 
tive at '/iuiiiii r kelli r i\ Cabirt 
Detroit, lie w.)js branch iiiaii.igi r 
.mil account sii|>irvisiT fir Liudu 
\il Ageiuv of Pittsburgh 

Hi mi h i \\ I h in v to \ ii i presi- 
dent and cvi'i utive art ihnitor »l 
Coopi r, Stn>< k <\ Sr.mnell Milw in 
kee marketing niininuiiiiatioiis hrm. 
Ih v\ as with klauXan I'n (■ rsi ii 
Dinilap in the s.mie post 

Josi i ii I'. Li i. vn to r< 4i'ui il ai 
count ivciutive if \ \vir iV 

Son in rsaosas Citv lie bas In i ii a 
radio sib* n |in st n ta t i v c fir 
k('M<) IhuMlh istiog tin re 

1 ,11 1 1 vn Hi iss to i bi< f i' |>\ v\ rid r 
lor Mi hr i\ C o Slu w is i r*ipv 
v\ riti r h r Pp i*> >S Itr iw u. I < iurd 
Davis \ssih ami Hi si \l irtm 

| vmi s I' ( tin i i ti ■ v hi pri si h nt 
t Leo Itmni It Chit i^< 

| vmi s k 1 1 VI I I SI i\ t i \ u «■ | n-si 
di 11 1 mil diri i ti r i f tv pr «ln 1 1 m 
■ ml netwi rk pri ^r mini ' t r Stre» t 
i\ I liino lb was t Tint r 1 \ with 
la inn n i\ \iwill as iMtutivi tv 
product r 
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TV MEDIA 



Wilson rates above par '■ 

NBC research! cites gain 
for golf program sponsor 



impact of golf tv programs as an 
I advertising medium can be exten- 
sive. So reports the National Broad- 
easting Company in a newly-com- 
pleted research project conducted 
by TV-Q. 

Seleeted for study was The Na- 
tional Open Golf Clioinpionship 
sponsored by Wilson Sporting 
Goods Company. Working with 
Wilson's agency, Canipbell-Mithun, 
NBC had TV-Q ask special ques- 
tions, and the survey findings based 
oil 1 5 529 interviews with adults 18 
years and older show: 

y \ iewcrs of the program tended 
to rate Wilson golfing equipment 
higher than non-viewers. 

y The program, as well as other 
golf shows, lias a high proportion of 
golfers viewing. 

y Both golfers and mm • golfers 
liked the program, with golfers 
tending to consider tlie program one 
of their favorites more often than 
non-golfers. 

As a whole, 7.6% of the 1,529 re- 
spondents were golfers, 92.4% were 
non-golfers. But among the viewers 
(404 in the study) of the National 
Open, 19.3% were golfers, 80.7% 
non-golf rm. With those who didn't 
watch (1,125 in the snrvcy) only 
3.4% were golfers. 

'Dining the sfndv period (June 
1963)," NRC Research said, "there 
were four golf programs telecast. 
74% of nil golfers viewed at least 
one ol these programs, compared 
with 31 f r of non-golfers* 

Adding an economic note, based 
on Nielsen data. XBC also said the 
and if net* of golf programs slants 
heavily toward the upper-income 
homes. "For example, the rating of 
the National Open in upper income 
homes was over twice that in lower 
homes." 

The National Open was liked by 
the viewing audience, it was added 
The show received a 35 Q-seorc 



among adults, whereas the average 
evening program in June and July 
had a Q-score of 25, among adults. 

When it came to advertising, Wil 
son scored well. When asked the 
name of the company making th( 
best golf balls, 2S.0% of viewer: 
said Wilson. In comparison, only 
18.3% replied Wilson among non- 
viewers. McGregor was named b< 
9.7 of viewers, 14.1% by non-vie 
ers. Spalding held its own amon 
both groups: 44.1% of viewers 
43.7% o£ non-viewers gave them 
the nod. 

Spalding also did well when it 
came to naming the company mak 
ing the best golf clubs and gol 
bags among both viewers and non 
viewers, though Wilson's viewer ad 
vantage was greater. For name the 
"best golf clubs," the survey sbowec 
the following: 



ers. 



Brand 



Non- 
Viewers 



Viewer. 



Wilson 
McGregor 
Spalding 
No Answer 



2S.0% 
23.3% 
31.2% 
17.5% 



24.3% 
24.2% 
28.5% 



Proportion of adults who sum 
that the named company makes th< 
best golf hags ran as follows: 

A'on- 

Brand Viewers Viewer 



Wilson 
McGregor 
Spalding 
No Answer 



30.2% 
24.8% 
19.3% 



21.5% 
30.8% I 
23.51 
24.2% 1 



"The image of Wilson's gol 
equipment," NBC noted, was corl 
sidcrably higher among viewers < 
the National Open than non-vicwl 
ers. The sponsor's advantage w;£ 
53% for golf balls, 15% for gol 
clubs, and 20% for golf hags. Tl^T 
two competitors measured did ml" 
attain comparable advantage 
among the viewing group." 




WHO'S GOT 1 
THE AUDIENCE IN 
THE ARK-LATEX? 



JUST 
GET THE "BOOK 
(ARB or NSI) 
AND SEE! 



...AND YOU'LL BUY 
THE TOWER OF POWER 

KtaMv 

CHANNEL 6 NBC FOR 
SHREVEPORT 




SAI.KN MWAOI.U Jim Kurt* n| M)k" \ TV liriW. I.K mi I.. I'r..|. i Mt« • 

M«tM*\" Mitiimi'i sales primiftliOM I .if I (u 1 • d • t .in- N\ Dmilip. .i^ivl n I w\t\ mil 
.lUcr. "s.ilrsiiiaii.mls" Bill K.irlv. Hill Ki*llr\ . Hiillx. .mil M.ir\m (.ollliili 



Pittsburgh "Salesmanauts" orbit 



A shtwitKRih moon race promotion 
put sniiiiiHT sali-s aloft this \ear tor 
KDKA-TV, Pittsburgh. Trnii*kttfim 
piles '^o;ils into sk\ mileage, sales 
RtittisigiT James K'iin; with his as- 
sistant. Walk Dnnlap. ami l>mh! 
X. Lewis, sales promotion manager, 
charted "Project Moon Muiun" to 
motivate tin* sales force. I lentklmu 
a special 12-week push, they called 
in "salcsmanauts" for briefim; and 
peiulofT, inarktti<* out their courses 
by separately identified capsule* on 
[a laiincln'n'4-p.ul cli.irt. When llinht 



lot's were tallied at the end of tlie 
period. KDKA-TV's bunks showed 
a HCc increase uver the same 12 
weeks last summer. \\ itli IS new ac- 
counts hrniiuht in. The first sales- 
man to the inonn pn\\ was \\ ■ 11 i mi 
\\. Kelle\. who was awarded $">(I0 
in extra Hiuht pa> 1>> |eroine M 
Heescs, general m.lnaijer of • ' x ■ 
\\ esliimhonse station. Others in the 
fonr-m.nt crew not checks and con- 
gratulation from management at a 
tvlehration luncheon stalled in their 
honor. 




PlXAI'li Ki'Ilt- > |iri»«'lil«. .i token of .rpprn i.Ukhi )<> I) mil \ I »i>. >ir* v 
IM.iii.iOft. « lu> \\ nrki il «illi KilIU rtllil IJhiiI ip In »(.l"4r I'm! t M " M 11 I 
I furl tlnivr (lie vilrx inlniiu up III' .mil lirmiulil in IS 1 1 n ( ii«t.. «»r» I i l» 
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Jack Penny 
Back io NBC 
In Fall Of 1964 

It s a liinm w -i\ In sl.irf .1 new sea 
sun hut J.ifk Benny has been mak- 
ing people I. uiuli liir over 30 years. 
Still 111c )■ ivtrx eyebrows lifted last 
wet k .it 1 1 1 c news thai the come- 
dian who started on \HC3I years 
ago and delected to CHS in 19J.S, 
would he hack oi( N BC in the fall 
<>l 19b I 

Tin- switchover, w liic-ii begins to 
shape up .is a lB-yr.tr tidal wave, 
is thought to in part reflect Benny's 
displeasure with the positioning ol 
his show on CBS TV this season 

Tuesdays. 9:30 p.m.). The net- 
work slotted the new Petticoat 
junction scries immediately before 
Benny s show, whereas last season 
he had followed Bed Skelton. In 
the last year of a two-year contract. 
Jack Benny s option for the I984-K5 
season was not picked up by CBS; 
however, this season's show will 
finish its run (started last week) on 
that network, 

NBC is not revealing details of 
its new contract with Benny but 
ii is pnhlic knowledge that when 
the 70-year-old comedian left in 

IS it was to snap up 82,260,0(X) .at 
the rival network. That was the 
purchase price paid by CBS for 
\11111se1nent Enterprises. Benny's 
tiwn company that controlled the 
contracts with artists appearing on 
Lis show. J. <v M. Productions Inc., 
producer of Benny's program, nego- 
tiated the deal with VBC. 

Plunks 100 grand on fall 
programing promotion 

September was a peak promotion 
month mi ;ill programing planes, 
willi the most ex-travagaiit outlay 
Miming from the t\ networks. But 
on the strictU local level, KIIJ-TV, 
bos Viigeles, mapped out an ambi- 
tions publicity drive which will set 
thai st. 1 1 it 11 1 s promotion budget 
hatk some SMK).(MK). 

Stalling tht beginning of ibis 
month and running through the end 
<i the vear. tin station is using 
t \nv Iv pe ol .,(|v. itising medium 
vail 1I1I1 lin Iiulcd ,,,, t|incn-si/e 
1 " |»'sti 1 lln I.n m s( single' sta- 
1 1 1 ' f Ii 1 v isi 111 1 1 1 1 < 1 ■ 1 r boards, 
1 /Hies < ,1 mi the 




I ami's I.cvry 



Levey to manager of day- 
time tv programing at ABC 

James Levey, who has been work- 
ing principally on business matters 
pertaining to daytime program de- 
velopment for ABC, has been pro- 
moted to manager uf daytime pro- 
graining at the network. Levey join- 
ed ABC in 1955 as a program assis- 
tant and was later promoted to 
supervisor of film programs, lie 
subsequently was made assistant to 
the director of program develop- 
ment, involving him in the acquisi- 
tion of new properties and in the 
development of new program con- 
cepts and formats. 

Miranda moves to CBS 

CBS Television Stations National 
Sales has established a Client Re- 
lations Department to explore and 
evaluate spot tv in relation to cli- 
ents" specific marketing problems; 
mid has named Alfred I. Miranda 
as its director. Miranda has been 
with the KM/. Vgencv as account 
executive and as spot television 
sales manager of the western divi- 
sion. Recently, he was assistant to 
the president of ABC International. 



NEWS NOTES 



Seasonal sales at NBC: Several ad- 
\ci Users are back at their sponsor- 
ship posts lor NBC TV annual 
events. The 75th annual Tourna- 
ment of Roses Parade at Pasadena 
(I January) will be sponsored lor 
the 10th consecutive year by Min- 
ute Maid ( McCann-Lrickson) and 
fur the sixth consecutive vear by 
Ili-C (D-F-Sl Ceneral Mill's [Kno\ 



Beeves) and American Tobacco 
(SSC&B), sponsors of pre- world se- 
ries games on NBC TV for the last 
four years, return as sponsors of 
World Series Spo//ig/if, a 15-minute 
show with sportscaster Bob Wolff as 
host, preceding each of this seasons 
games. 

Fourth Network sets sports shows: 
Three special sports features for the 
inventory of the Fourth Network, 
formed recently in Los Angeles by 
John B. Vrba, formerly with KTTV, 
antl agency executives Donald 
Johnson, Robert Colomhatto, and 
Robert Davis. First presentation is 
the Frank Sinatra Golf Tournament, , 
a $60,000 charity affair to be played 
9-10 November at Canyon Country 
Club, Palm Springs. Vrba says some 
125 stations will clear time for the 
tourney. Other programs coming up 1 
wilt be live coverage of the Fifth 
Annual Palm Springs Golf Classic r 
from Bermuda Dunes Country Club 
and El Dorado Country Club on 
1-2 February; then telecasting to the l 
east the USC-Ohio State football 
game. 

Documents importance of docu- 
mentaries: Two stations have just T 
formed special units to create and 
produce public affairs programs. 
YVTIC, Hartford, calls its unit the 
Special Programs for Radio and 
Television Division and says it was 
"made necessary by the increasing 
importance in both railio and tv of 
documentary programs and produc- 
tions of a public service nature." 
Heading the division is George W. 
Bowe, who leaves his duties as as- 
sistant program manager of WTIC- 
TV. KBTV, Denver, lias formed a 
documentary unit to do a series of 
public service programs "spotlight- v 
ing the needs of the community."' 
It will fall under the direction of * 
Al Heifer, station's director of news, 51 
sports, and special events. 

Another tape machine from Ampe.x: , 
Marking its third all-transistorized , 
video tape tv recorder introduced in 
the last nine months. Ampex has 
unveiled the VH-600. a 81-1.500 ma- 
chine that weighs just under 100 
pounds and is designed for mobile 
and studio use by network, com- 
mercial, and educational broadcast- 
ers throughout the world. It is avail- 
able in both a 00-cycle version for 
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upri «ttitni in (Ins country, ( '.in. id. i, 
.iimI some otliiT n.itKiiis, and a 50- 
eyt'le version Inr elsewhere in the 
world. "I'lii" fiO-rulc version oilers, 
at C( inline, to \nipe\, the lowest 
tape consumption ol am lini.idi'.isl 
recorder nil the market. It operates 
.it .1 tape speed ol .>.T inches per 
second .ind f.ni ret'ord up to five 
hours ol continuous pruiiraiii male- 
ri.il tin .i Miiiile l^ l ;-iii(li reel ol 
st.ind.ird 2-ilieh bl'oadeastinu t.ipe 

100 £uar»iitf»ed rcplavs on t;ipe: He- 
^itininu tod.iv the Videotape (.'en 
ter oilers a new service to t\ .((Her- 
tisers In iiiili.ilinu .i un.ir.intee Inr 
their "Nupei-Diipc 100"" tapes — KH) 
replays ur Iree replacement 

The lieu service will r» pnrtcdly 
eliiniii.ite much ol the hiyh over-all 
cost and traffic prohlems ol adver- 
tisine, aneneies iisim* film who must 
inminnalK stipplv stations w ith film 
replacv-ment prints. Main .ujencies 
ninst snpplv new film prints U> local 
stations after 15 or 20 play s in order 
to maintain acceptable sound. \l- 
thonidi more expensive, tape has al- 
wavs lasted longer than film, hut 
Huar.uiti'e is unprecedented. 

Tv hooin in C'aKf: \KM reports Cal- 
ifornia surpassed New York as the 
state with the lamest number of 
t\ homes this Near, prohahlv due 
to the greater percentage growth 
of total homes last vear. California 
is estimated to have 3.101.000 t\ 
homes. New York is at 5.016. 1(X). 
and IVumylv auia is third with .1.- 
202.000. litis state line-up is part 
of WWW updating of 1«)00 Census 
t\ home percentages In t lu* latest 
reuion.il L'.S. Census penetration 
ilata projected to current SKDS 
total homes estimates. Infective 1 
September l u fi1. total tv homes in 
flu- coniitn stand at 50. I'M. KHI. an 
increase of 1. 101.000. This reflects 
no ch. nme in the total penetration 
I percentage, however, which re- 
mained at 90 per cent. 

"festival" on KTVC: Crodin* of 
California (mens clothiim) will 
sponsor two-lionr Cnw/im Music 
Wcslival on KT\T, San Francisco 
1 independent, featitriim sncli head 
[line entertainers and croups as the 
Pave limbeck Quartet, Viuce Cn- 
praldi. The Four Freshmen. The 
Brothers Four. Carol Hrent tmd 
ICeorviie and Teddv . Festival staged 




I f 



every clcxy 



. . .and Ii ore's wli y: 

• EXCITING. COLORFUL LOCAL PROGRAMMING 

Cef tra fi-w Yor« Jl< t f> d p e ' "i t> 1 im , ,. 

s Jl v r ty • w f-Ty t .< « a 

dentine til ut ri' n iwor» or. . r 

• GREATEST IV PERSONALITIES 

f fed Hi e s J el V ren Jrrry Bv ■ J d d * (•*' • #. 

Oenny Sullivjn ind the "SYR C 1 ■» »ir<ty * » ( t, 

and frtd rin k Bil 0 Dtn« y>jt [d V rp*-. rs w6 » '"t 

Russell wmen Sa ty S. - P -pry h it C* I" V * Y v i • ' i 

• BEST TECHNICAL FACILITIES 

In Central f!»w York ' rsl w Ih ol r f r$l *r . d t pe ' f » • '* .« 

comp'etely eq tpped IV e*'er «■* t*>e •n'y * ■* i 

m rn power at rai -> hixjin 

• EXPERIENCE ANO KNOW HOW 

A lop f ght veteran s'a't d rc I'd by pie tv? >*r 
than 20 years at VsSYR TV '.o l+ -yc ' * 



• OVERWHELMING SUPERIORITY 

•WSYRTV defers 33% •»« ho- - th»« r— s ' ejt- 




N.Y 



UA0CM |%3 



^ j 



WS YR • T V 



NIC 
Affiliate 




Channel 3 • SYIACISI* ■• T. • 100 KW 

Plot WSYE-TV duaod It ELMOtA, N.Y. 
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kNOTHE VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

N E W YORK 

ml 



10-second 
"ORBIT" 
PLANS 



Deliver greater reach 
of unduplicated 
homes in economi- 
cal ten-second an- 
nouncements never 
before available on 
this basis. 



HERE'S HOW THEY WORK 

YOU BUY a fixed schedule of 
four 10-second prime-time an- 
nouncements in four weeks- 
each one in a different time. 

YOU GET good average 
weekly ratings with economical 
10-second announcements . . . 

PLUS a four-week cumulative 
rating with more unduplicated 
homes and greater cost 
efficiency. 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



NEW YORK 



by Grodins 29 September, at the 
Oakland Auditorium, was taped by 
KTVU for telecast 5 October, at 10 
p.m. Three Bay Area radio person- 
alities. Jack Carney, Jimmy Lyons, 
and Tom "Big Daddy" Donahue 
cmcccd the show, with an assist 
from seven Playboy "bunnies." 

Black Haw k diversifies: Bhick Hawk 
broadcasting has purchased the 
stock of the Coca-Cola Bottling Co. 
of Waterloo, Iowa. The bottling 
company will be operated as a 
wholly-owned subsidiary of the 
broadcasting company. Black Hawk 
Bcalty Co., another subsidiary, has 
purchased the bottling company's 
land and buildings. The realty com- 
pany also recently purchased the 
Insurance Building and the Inter- 
national Harvester Building in 
Waterloo. Following an operational 
analysis, the bottling plant will be 
remodeled and re-equipped to make 
it a modern plant. Black Hawk- 
Broadcasting owns and operates 
radio stations KWWL, Waterloo; 
KAUS, Austin, Minn.; and KLWW, 
Cedar Kapids; and television sta- 
tions KWWL-TV, Waterloo; and 
KMMT-TV, Austin. 

N E WS MAKERS 

Doxalo F. Fiscjieh to promotion 
manager of KTVI, St. Louis. He 
was promotion manager of WCKT- 
TV, Miami. 

Jack Deutscukk to director of 
organization development, employ- 
ment and training at NBC. 

Jay Mittehkikld to director of 
video tape sales for KCOP, Los 
Angeles. 

Ja.mks Bobkhtso.v to vice presi- 
dent and general manager of Com- 
munity Television of Southern Cali- 
fornia, lie was vice president for 
Network Affairs of the National 
Lulueutioiial Television and Radio 
Center. 

Au»r.nr Cai'stai t died 20 Sep- 
tember in St. Thomas, Virgin Is- 
lands, lie was a vice president of 
NBC, and president and general 
manager of the Virgin Isle Televi- 
sion Cable Corp. since 1962. 

('. Woonni i i Si.ow, Jn. to re- 
gional sales manager of \\TIC-TV. 
Hartford. 

Tom Hi:y\ou)s to director of op- 
erations for WOB-AM-TV. succeed- 
ing Ueiuard Ho\ h*. 




YOUR 
MONEY 

IS 
WORTH 

MORE 



TAMPA 
ST. PETERSBURG 



Your advertising dollar 
goes three times farther 

on WSUN3TV 

the pioneer station 



WSUN«TV 



Tampa - St. Petersburg 

Noil. R»p VENARD. lORBEl A McCONNEtt 
S. E. Rrp JAMES S AYE RS 



SPONSOR .'tit m i'Ii miu'k 1 963| 



'TIMEBUYER'S 
CORNER 



Mt'din rM-upIr: 

wlial llit-% urc (lomu, t»i>inti 

and tnvint; 



■ IHTS Time Buying unci Selling Seminar: 
Know anyone aspiring to become a tinicbuyer? 
Or someone who just wants to become a little 
more knowledgeable in this part of the :ul busi 
ness? It's time to remind them Unit the fall 
TS&SS will be starting soon, and they'd he wise 
indeed to sign up early, for this extremely popu- 
lar eight-class course given by the International 
Radio and Television Society has been a sell-out 
in past seasons. The first session will be held 29 
October at CBS Radio, 49 Kast 32nd Street, 
New York, and the seven follow-up sessions will 
be lield on successive Tuesday evenings. Ses- 
sions line up as follows: FiUST: Broadcasting: 
Key to Marketing Era; Second: Broadcast Re- 
search Basics; TntnD: The Media Plan; Fotirrii: 
Research in Planning and Buying; Fiftii: S'et- 
work Basics; Sixth: The Rep's Job; Seventh: 
Role tV Functions of the Timebuycr; Eighth: 
The Future is Exciting. Instructors, whose names 
will be announced shortly, arc industry execs. 
Fee for course is $15. Anyone interested in regis- 
tering or in having more detailed info, contact 
Claude Bnrrcre, I UTS executive director. 

gutmuutninHrinmnituinimju(iiiiniietiininnifiuiririi[Miunnitti3ituu:M 

BILL DANTZIC: 

salty, broad, and deep 

"The media man of the future will have 
to have a broad, deep understanding of 
various media and be capahlc of marry- 
ing the media information to marketing 
requirements of any given product," says 
Bill Dantzic, assistant media supervisor 
at BBIX) (New York) handling all media 
for the Lever Bros, account. Bill, who 
joined the agency two years ago after a 
I 3 l i year tour with the Navy, found the 1 1 
months he spent in the analysis group in- 
valuable to him as a buyer. With this 
experience, he can "take nil rumbling and 
grumbling about rating services with a 
grain of salt"; understands the "limita- 
tions as well as the valaclity of ratings." 
lie feels buying nil media for an account 
is particularly necessary if n buyer wants 
to delve deeply into an ad plan — that 
"it's not fair to a client that the agency 
ask a media man with experience limited 
to one medium to create a media mix in 
the wake of rising costs, and a trend to- 



■ Ccrshon elected v. p.: Richard Ccrshun, nu as 
sociate iiiedt.i director .it H< ntoii At How Irs (N<»\\ 
York), has IxJiii elected .1 vice president. 

■ Media department descending: 1 he I'upcrt, 
Koetiig, Lois (New York medi i department has 
nun eel from the 3<)tli floor of the (Vncr.d Dy- 
namics Hiiihliug.it 9 Rockefeller I'l.i/.i down to 
the 3rd floor, where the agency's library and ac- 
counting department are also located 

■ Nevada news: John McCrenry has been 
named director of inedi.i aud production at 
Thomas C. Wilson Advertising (Reno). 

■ Windy City switch: Marion Jerclle, formerly 
with Biddle Co. (Chicago), has joined Fndro 
Advertising, same city, us coordinator of media 
and production. 

■ From the Islands: Stewart McCombs goes to 
A. D. Starr Inc. (Honolulu) .is account c\ec and 
director of broadcast media. He was with N. W. 
Aver, same city. 




ward a more *ophisticated outlook on the 
different audience potential and audi- 
ence delivery." Bill, a graduate of Johns 
Hopkins University, where he majored in 
history, also attended Ilehrcw Univer- 
sity in Jerusalem. He and wife Judy li\e 
in Queens, New York. 
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■ CARTA starts fall season: The first fall meet- 
ing of the Catholic Apostolate of Radio, Tele- 
vision and Advertising will be held 4 October 
at 12:30 p.m. at Rose's Restaurant, 41 West 
52nd Street, New York City. Luncheon speaker 
will be Msgr. Timothy Flynn, moderator of 
CARTA. 

■ First market for Clanky: Famly Foods' (Chi- 
cago) Clanky, chocolate syrup in a 20-ounce 
container shaped like a spaceman, being intro- 
duced via tv in Denver on five children's shows 
over KLZ-TV and KBTV. Special premium, 
40-inch Clanky toy valued at $2, is being offered 
during intro. Syrup in Clanky container retails 
for 59^. Agency is Edward H. Weiss (Chicago). 

■ Derma-Fresh Medicated Hand Cream: 
Alberto-Culver's new concentrated cream with 
Silicone is slated to be introduced nationally 
with a heavy tv schedule beginning early in 
October. Agency in Compton (Chicago). 

DON'T LOOK, JUST LISTEN 




NLW VOItK BALCONY SCENKi CWidc Piano, eveu- 
the \ .p. of Vic Pi.ino Associates, pro\cs his sales talents 
by diverting Lcc Kayes Raze from rep firm's jazzy pent- 
house view of Manhattan to v>itch n new Piano buy. 
Li'f, Chock Full O' Nuts buyer at Peerless Advertising, 
listens to now total zone buying concept — "One Mighty 
Bite" — which enables buyer to purchase a number of 
stations in one specific ana on a one-buy One-bill basis 



■ Stella D'Oro Biscuits: Biggest campaign in 
company history started mid-September to run 
for 13 weeks, utilizing an intensive major- 
market radio and television schedule plus na- 
tional magazines. Theme of drive is the "Ten 
Free Trips to Europe" contest. Agency is 
Firestone-Rosen (Philadelphia). 

* Thomas Organ Co.: Firm's fall campaign in- 
cludes television spot schedules in a number of 
key markets including Denver, San Diego, and 
Minneapolis, supporting national magazines, 
newspapers, and dealer tie-ins. A new invention 
exclusive with Thomas that permits a beginner 
to play on sight — the Color-Glo Keyboard — will 
be featured in the campaign. Agency is Cun- 
ningham & Walsh (San Francisco). 

TV BUYING ACTIVITY 

y Colgate Congestaid going into about 25 se- 
lected markets across the nation for an eight- 
week campaign set to start 14 October. Buyer 
George Blinn at Lennen & Newell ( New York ) 
looking for nighttime chainbreaks. 

SALES 

? Sara Lee Brownie Halloween promotion will 
be supported with a nighttime campaign on 
ABC-TV from 21 October to 31 October. . . . 
Prince Macaroni ( Lowell, Mass. ) using tv com- 
mercials for the first time in the New York 
metro market. The 10-, 20-, and 60-second spots 
featuring pixie-ish Imogene Coca are being 
aired on WNBC-TV. Campaign also includes 
radio spots on WHN and WABC, also New 
York. . . . WPIX-TV (New York) reports sell- 
out status on all its new fall hour-long programs, 
Hawaiian Eye, Naked City, and Dick Powell 

Theatre Schluderberg-Kurdle Co. (Esskay), 

meat packers, have signed 39-week contract for 
Biography on WBAL-TV (Baltimore). . . . 
Dodge 10-second "teaser" ( cut versions of min- 
ute commercials) spots on tv in 50 major mar- 
kets, one-third in color, used to lead up to 
company's largest in history network campaign 
of minute spots in late September. Dealers will 
supplement with own campaigns. . . . \VN AC- 
TV ( Boston ) running sked of 10 to 15 spots per 
week for the products of Mrs. Paul's Kitchens, 
through Aitkin-Kynett Co. (Philadelphia). . . . 
WPDQ (Jacksonville, Fla.) reports their ex- 
tensive football schedule completely sold out. 
University of Georgia sked sponsored by Texa- 
co, 14-game high school coverage sponsored by 
Gulf Oil, five-minute feature Football Predic- 
tions sponsored by Igloo Custom Equipment, 
three-hour Football Scoreboard sold to Gordon 
Thompson Chevrolet, plus pre-game shows all 
sold to various sponsors. . , . Realcmon (Chi- 
cago) has scheduled Fall-Winter-Holiday Radio 
Rampage of spots on NBC stations during the 
months of October, November, and December. 
Schedule calls for 28 messages per week on 
190 NBC stations. Agency is Lilienfeld & Co. 



PERSONAL-IZED . . . person - to - person 
radio that cashes in with powerful personal- 
ities . . . producing listener-confidence in the 
Des Moines area, and ''cent5-at10n.1l" results 
for Iowa advi rtisers. KIOA. family radio 
"personal-i/.ed ' for people, to people. People 
who listen, like it . people who buy it, loer it' 
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RADIO MEDIA 



Do radio commercials 
have longevity? 



Am Miir-.n cil seasoned advertising 
nii-ii Iinve tried to answer this 
question: Just Imw main times can 
a r.nlio commercial be played with- 
out loss of effectiveness? 

Tin- question was recently raised 
In Hubert I". Ilnrleigh, president of 
the Mutual Broadcasting System. 
Hurloigli also discussed print space 
anil its impnet oil the reader. 

Answers, of course, varied, from 
"this is one of advertising's impon- 
derables" to "it depends." One re- 
ply: "The question is similar to ask- 
ing . . . how long is ;i piece of 
string?*" 

On one tiling, most ad agency 
men seem to agree: variations, 
slight as they may he, tend to ex- 
tend the life of a campaign, and 
that in main instances, the ofl beat, 
the soft sells and the humorous ap- 
proach — in other words, the im- 
aginative and the fresh — have 
greater staying power than others. 
Moreover, the right musical theme 
helps considerably to lengthen the 
life of the radio commercial. 

llnrlrigh says the repeated use 
ol tin- same commercial on radio 
has become so standard and ac- 
cepted a procedure, so obviously a 
part of any campaign, that no one 
semis to trouble tii anulv/c it. Yet 
this low -cost fac tor (added to main 
others) helps make radio the I nth 
inexpensive and remarkable medi- 
um it is. ;mil Ilinleigh puts it. 

"It is almost 30 years since radio 
t innniiTc ials lime been put on rec- 
ord or t.ipe." Ilinleigh continues. 
"1 lie qiKtliti ol production, mostly, 
has been eveellent, and .untiling e\- 
(i -Ill-lit iloi-sii i eome cheap. Vet the 
i list lor the most expensive of these 
l oiniui n ials has been a iti 'eligible 
la« I hi emnparvd to the budget lor 
linn piupoi tloii.illv I. II less (on ,i 
i.ilin li.isis tli. in inn othi r proline 
1> n costs lor anv other media. 
M iiv i (iiiniii it ials tor national 
ud .in olten In .ml mi .ill loin 

k SI] ill Hi illsK ,111(1 



hundreds ol independent stations 
across the country. Some of the very 
best of them have inn for years. I 
wouldn't be- surprised if many of 
these have been played over 100.- 
000 times before they were finally 
retired. And I would not be aston- 
ished if some one proved me 'low' 
in my estimate." 

Ilnrleigh believes good radio 
Commercials have lots of life iu their 
veins. People actually like them, he 
says. And. be adds, one doesn't real- 
ly know whether many of these 
commercials have not been dis- 
carded too soon. 

'There's jnst no adequate re- 
search in this field," llurleigh says. 
"The advertiser and/or the agency 
may have become personally bored 
while the listener may have been 
ready lor still more. How long a 
truly great commercial can run is 
still anybody's guess. This is the 
'pins' in radio that few men empha- 
size. It is just one more factor re- 




iri'HLEIGH; "The quality of production 
. . . h;is been excellent . . . >et tilt' cost 
. . . luis been a negligible factor eom- 
pared to the huduct for time » . ." 

emphasizing radio's ecoiromv and 
impact." 

Perhaps the most shining ex- 
ample ol a commercial with ex- 
tiamdiiiarv slaving powers is IVpsi 
Cola. Time and again. IVpsi is cited 
lin its almost total acceptance b\ 



listeners. Philip H. Hinerfcld, v. p. 
and director of advertising, Pepsi 
Cola, believes the irritation factor 
is absent from his firm's singing 
commercials because they possess 
these two long-lasting properties, 
namely quality and simplicity. 

Hinerfcld says for a singing com- 
mercial to be popular over a long 
period of time it must possess a tune 
that is neither "tricky nor kooky." 
As the Pepsi-Cola ad executive puts 
it: "Taking the cue from Hroadvvql 
hit times, von must get something 
so simple, so pleasant, so mcinor- 




OLDS: "Many corporations have estab- 
lished a visible logo but relatively few- 
have done the same- thing with sound . . ." 



T 
"1 



able, that the audience walks out of 
the theatre at the end whistling Ou- 
tline. The tune is the keystone be- 
cause if they can remember the 
tunc, they will more easily remem- 
ber the words." 

Manv ad experts point out that 
J-E-L-L-O is another prime ex- 
ample of a radio commercial with 
little wear-out possibilities. Mark 
Olds, general manager of WIN'S 
N T ew York observes that "many cor- 
porations have established a visible 
logo but relatively few have done 
the same thing with sound." He says 
Jello was one product that was suc- 
cessful with its long standing sound 
signature (J-E-L-L-O) "and there 
are others who create the same cf 
fee t with a character — the Tctlev 
Tea taster, for example." 

"The problem, of course is to find 
a good one that will wear; this i> t 
why it is so hard to find a res 
good musical theme," Olds recent! 
observed. "Once you do find one 
howev er, yon can use it in a dozei 
dilleicnt ways — as a march, a jazz 
theme, a waltz and so on — and i 
will last far longer than the average, 
slogan or tag line." 



v ■ 
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Cmznno Vermouth uses the Tom Swiftic approach 

'l ( )1 ' \ ( . \\ ( )\| \ \ ' \\ fi\ ili in f \ mi < mi .1 i rtit* vhih limi 
she asked i ii>4,ii»iiii!l\ 

\(. / ill III 'I / |/i ill \> I Ml (/ill/* it n hi \iiul Ulilklll 

I in talkmi; nilioiit third lint*ct !■ It hand sin insistid stnnib 
l.rt\ lm\ i m>Hh it'/ri i/jJiif ill In mi • 'i \/i </ t/ni i/i (//(/ 
1 II take ( 'in /.i i n i Met I \ ■ i mi mil i' slii' sail I sw ei I K 
U h whim", hi' <i\A< il \niif/i/ 
(Kit iir", sin replied tnldU 

/ firrftr Cinznno W Inlr Vi fvnmth In vln/ iln/hj 
Null soda'' slir asked I'lfrl \ i«i 1 1 1 1 v 
"%t>. # / h / ii i M' - miter ", Iir mhI titini all)/ 
"\ (minu 'rniiic', sin- said ri f r«*vltim*l \ 
".So ili lii n>n\ fn lln wmmn i '. In \iiul i null/ 
".\n wonder its tin- ('iiiitiin iit.il l.iMinti six wild mi 
pnrtetlb 

"f 'inztmv's tin nu/iy i i nntmllt foi nn , In win/ r w /ii wi i /i/ 
"It makes nm drink lii-tti r", sin- s.ntl tastelulb 
|IS('1.K: When j mi un\ \\ ith (-'in/.nui um un\ vvitli tin- lirst 
. . Ciu/aiiii, ("in/. inn. Ciii/.iiiii' 

Kiiiiniintiinniiiniiiiiiniiiiiniuiiiinininiiiiufflmiuu^ 




|l'KHIsl.\S: "Pepsi Ki'ts ntriiss iinltlil>l\ 
lie iiirkrl, nickel price lor a 12-nnttee 

buttle. ("Iiii|iiitu Hiiniinii is still titliiteil l>\ 
■Mite, tliouuli oil (lie tiir snine time" 

lilt" J-K-L-I.-O tnmiuriii.il ,iImi 
s recalled b\ Tell Dtmjihts. VHC 
ii i' president in charge nf sales lor 
In- H;itlio Network, lie sa\s if the 
op\ is ellectivc. thci'cs no limit nn 
lit' number ol times a ei niiuterei.il 
■an lie played. "I low mam y curst 
ehs tin- J-E-L-L-O tnmmerei.il 
■laved stitt'f&sfullv?** Dcnijibs asks. 
"I'd this day, thai message is still 
"llentifietl vvitlt Jack llenn\." 

\tl\ eitisers ami their ai*encics. 
recording to I3f»i ij»his, now realize 
1:1 at reaeli isn't die only dimension 
il a sales message. Continilitv and 
ret|iieiit\ have become extremely 
important in the success of eonnnei - 
pals on ratlin. Douglas believes, 
n 1 1 1 1 u such iiaines as Campbell's 
J-.S Juice. Casite. Sxlvunia, II. J 
?e\ Holds, Philip Morris. I AM, Ikis- 
ol-Myers. I', l.orillartl. (lie Mennni 
Company anil, of eonrse. tin* afnre- 
nentiniieil Pepsi-Cola. 

"Tliese atb crtisers. among others. 
ha\ r been siieeessful because tbe\ 
■nd their aueneies recogni/e that 
Initimiits anil Ircipicncy as well as 
reach are required to nioxe a piod- 
nct — especially if tin* product is a 
fnw-cost. high volume one." Dunn 
(as savs. 

In (lie opinion n| Ceorgc Perkins, 
fee president, network programing 
*.r CBS lt.ulio. Pepsi-Cola. Clii- 
jiiit.i banana and )-K-L-L-0 are all 
■ne lavnritcs. "All three registered 
■niiediately, not one ol them wore 
mt its welcome ami people are still 
punting them today e\en tlinin>h 
pie's til the air ami (lie other two 
have dimmed their pitches, il irot 
iieir tunes." Perkins declares. 

What are Perkins' reasons for Ids 
dioices? Pepsi heads Perkins" list 
'for ftctling across indelihh the 
(iieki'l. nickel price for a 12-niiiitc 



buttle. \s Inr (.'liit|nita Han. in. i. it 
"dill a jub ol education people ha\i 
ue\ er lornntten." 

"(Ihiipiifa Banana is still tpintet! 
b\ name though she's Jieen nil tire 
air some time, on the subject ol ba- 
nanas and i eTi iteration. "Perkins 
savs. "Jello's spellnnt of its name, 
has. to m\ \\a\ nl thinking, never 
been snrpassetl Ini elleetive proth 
net identifieatiuii. ' 




KHOI.IC K. ".Snnutinus pl.n inn a iniH- 
inerei;il ninro tli.m once uill ile»tnn its 
ilfiili\fiuvv. cnnil jini;li'\ t»n |)l.o anil 
he eniiMi'it fur Inns perioiU nf lime 



"If it s a cimul muiiiien i.il. bab\ 
then she tan run. eniuiiierits loin 
Del lulf. parlm r in The '/..ikin ( 'inn 
|ian\ . \'.n tatioiis ul ten In lp he 
notes, atlilinu that with an elleitive 
campaign exposure to sound tan l»< 
greater than to t> or print Hull (in- 
ures tll.it all ■ licit IM radio turn- 



merei.il i.in In pLived n|i to S4) ■ \ 
(insures a wi-ik in a siiinle in.irktt 
Hiwi'mt, he i ,n i tli Hi •« no one i.i- 
<ll(i station sin mid i\tiiil L"> to t() 
|ila> s 

I low 1 1 i.i 1 1\ times tan a eomun r 

< i.il be plaved w itlionl loss oi el 
fet tiv eness*' \t I'leteher Kit hards 
('alkins & lluldi ii. experts see il in 
various linhts. William (". Di kker 
vice presitlent anil ihret tnr of media 
leel.s it is one nl athirtiMUUs mi 
ponderables:, u ith so unit b ih pi ml 
iliti on the marketiiiu tarUi t Ire 
i|lielll \ ol |)iirpnse and protlin I 
profile. 

The answer aiinrdinn to S J 
I'rolii k. senior v. p. and dm etor i« 
t\ radio at FIUJt\H. ilepi uds tni a 
i ii ■ i nl i< -i ol Lit tors "Souir linn * 
I > 1 . i s i i i u, a eoinmeri lal nmri than 
i 'ill e will ilestrov its ellei t iM'ln ss 
I'roluk s.ns In lad. main s. 
(ailed I niiiioroiis appo iai Ill's |om 
tin ir inipail nine tin v£ail is known 

On tl tiler hand, a nnod |innli 

often cm be eii|o\ed lor \ i rv Ii iu 
pi rimls <il tune \ 1 1 < \ « r pla% in 
words, suth as in thi loin ShiHus 
t i imim i t i.i Is for ( l u/. n in \ i r moi it 1 1 
also tends to wiar well Siiih i> IH 
incru.iU tan 1>< hi ard mans times 
mil uitlnnt loss of Ihli Hi i iliti i 

< st 

l ln ( in/ mo \ i nn nth t • o 
nn n tab si e buy r< Ii mil I i b\ 
I rohrk In nan atrmc i vir \i w 
'l i rk radio I | ib 
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